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The banking industry in Ghana has seen tremendous growth in recent times. This 
exponential growth has led to high levels of competition and necessitated that all banks 
devise strategies to improve customer satisfaction to gain competitive advantage. The 
growing demands of customers have a significant impact on bank management’s ability 
to attract and retain them. The ability to retain customers depends on the strategy in place 
to exceed customer expectations and satisfaction. Grounded in relationship marketing 
theory, the purpose of this qualitative multiple case study was to explore strategies 
banking leaders use to increase customer satisfaction. Data were collected through 
semistructured interviews from 6 bank leaders in 3 banks in Accra. Member checking 
confirmed the interpretation of participant data. Three themes emerged from the data 
analysis. The themes were customer centricity, customer relationship management, and 
service quality standards. Adopting customer-centric strategies, building strong relations 
with customers, and implementing quality service standards might increase customer 
satisfaction, retention, and profitability. The social change outcomes include the 
opportunity for the banks to give back to the community through corporate social 
responsibility and extending credit to improve the quality and standards of living of the 
people. Improved standards of living could result in the people in the Ghanaian 
community doing more business with banks, resulting in a ripple effect of profitability 
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Section 1: Foundation of the Study 
 
The banking industry is expanding at a fast rate with fierce competition. The 
survival of a bank depends on how well the strategies in place distinguish one bank from 
the others. The customer is the core of banking operations (Kalpadakis & Spais, 2015). It 
is therefore necessary that bank leaders know the strategies to create customer 
satisfaction. Meeting customer needs to achieve customer satisfaction is a focus for 
organizations to remain competitive (Gharakhani, Farrokhi, & Farahmandian, 2014), but 
some managers in the banking industry do not understand the drivers of customer 
satisfaction. My objective for conducting the study was to explore the strategies bank 
leaders use to increase customer satisfaction. 
Background of the Problem 
 
The banking sector plays a pivotal role in the economy of a country. The banking 
sector has undergone significant transformation leading to implementation of financial 
reforms in Ghana and the rest of the developing world (Nkegbe & Ustarz, 2015). Ghana 
is one of the thriving countries of the African continent with an estimated population of 
24.7 million as of 2012 (Ghana Statistical Service, 2012). Changes in the banking 
landscape and introduction of new policies and regulatory reforms have resulted in 
growth and increased competition. The policies introduced included improvements in the 
regulatory framework, bank restructuring, and infusion of both domestic and foreign 
capital into the sector. The policy reforms also led to easy entry of new banks that led to 
dramatic growth. As of 2015, there were 27 banks in Ghana in addition to other financial 
services organizations such as savings and loans companies, rural banks, and 
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microfinance institutions. The increased players in the banking sector have led to intense 
competition that provided customers with options and required all banks to adopt 
strategies to survive the turbulent environment. 
Customers play an essential role in the success of any industry including the 
banking industry (Addo & Kwarteng, 2012). Customers are the lifeblood of business; 
therefore, it is necessary that resources are available to support the improvement of 
customer satisfaction (Addo & Kwarteng, 2012). Empirical evidence has shown a 
relationship between customer satisfaction, customer loyalty, and improved business 
performance (Addo & Kwarteng, 2012; Narteh & Kuada, 2014). Business leaders need to 
acquire all the skills required to improve customer satisfaction. 
Problem Statement 
 
Customer satisfaction is of the highest priority to the success of financial 
industries, but there is stagnation in the ability of retail banks to improve customer 
experience (Capgemini & Efma, 2015). The customer experience index dropped from 
72.9% in 2014 to 72.7% in 2015 (Capgemini & Efma, 2015). According to Verhoef and 
Lemon (2013), firms that developed effective customer-centric strategies resulted in 
improvement in customer value by 23.3%. The general business problem was the lack of 
understanding of business leaders in the banking industry regarding what strategies to 
adopt to attract, retain, and excite customers in the banking industry. The specific 






The purpose of this qualitative multiple case study was to explore strategies that 
banking industry business leaders in Accra, Ghana use to increase customer satisfaction. 
The target population was bank leaders of three banks in the Accra geographical area of 
Ghana. The results of the study might lead to improved business performance, and could 
lead to increased profitability and market share. Acheampong and Asamoah (2013) 
posited a positive relationship exists between customer satisfaction, customer loyalty, and 
profitability. When banks implement quality service programs, the banks become 
profitable; more opportunities will occur to give back to society through corporate social 
responsibility activities. The social change outcomes of this study might include support 
for the communities where the banks operate, leading to improved lives. When lives are 
improved, the communities can do more business with the banks and the banks can 
continue to support the communities, leading to a ripple effect of positive social change. 
Nature of the Study 
 
I selected the qualitative method for the study to understand the strategies banking 
leaders use to increase customer satisfaction. I explored the phenomenon from the 
perception of the business leaders who have implemented strategies that improved 
customer satisfaction. According to Kriyantono (2012), the qualitative study involves an 
in-depth understanding of the participants’ experiences and perception of a phenomenon. 
Business leaders in the banking industry provided an in–depth understanding of their 
experiences about the strategies used to increase customer satisfaction. 
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The quantitative method involves the use of numbers to represent variables 
(Campos, de la Parra, & Parellad, 2012). I did not intend to use numerical data to test a 
hypothesis through statistical measures. Quantitative research methods involve the 
examination of the relationships between variables and drawing conclusions from 
available data (Frye & Hemmer, 2012; Ingham-Broomfield, 2014), which was not the 
objective of the study. The combination of the qualitative and quantitative method, or 
mixed methods, was also not appropriate for the study because the proposed study does 
not require the two methods to explore the phenomenon. 
The design choice for this study was a case study. A case study design is 
appropriate to obtain in-depth information about a selected phenomenon through 
interviews and multiple sources such as archival and documentary information (Yin, 
2012). The case study design is appropriate to understand why and how a phenomenon 
occurs. I explored the perception of business leaders regarding the understanding of the 
phenomenon. The phenomenological design involves extensive data collection (Yin, 
2014) and because of time and cost constraints, it was not suitable for this study. I did not 
select narrative design because I did not intend to use a collection of individual 
experiences to tell a story. According to Petty, Thomson, and Stew (2012), narrative 
design involves storytelling from the participants. The ethnographic design involves close 
observation of the social and cultural behaviors of a group of people over a period of time 





The central research question of the study was: What strategies do banking 
industry business leaders use to increase customer satisfaction? 
Interview Questions 
 
Interview questions to answer the central research question are: 
 
1. What strategies did you implement to increase customer satisfaction? 
 
2. What in your experience contributed to customer satisfaction in your 
bank? 
3. What in your experience are the causes of decline of customer satisfaction 
in your bank? 
4. How are the products and services of your bank designed in line with your 
strategy to achieve customer satisfaction? 
5. What strategies have you considered adopting if needed to prevent your 
customers from switching from your bank to a competing bank? 
6. What other information on customer satisfaction strategies would you like 
to add? 
Theoretical or Conceptual Framework 
 
My objective in conducting this qualitative multiple case study was to explore 
strategies business leaders in the banking industry in Accra, Ghana use to increase 
customer satisfaction. The objective of banks is to retain existing customers as well as 
attract new ones (Yang & Ming, 2014). The competitive nature of the banking industry 
requires leadership to identify strategies to attract and retain customers. Paramount 
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regarding the agenda for bank management is to explore all avenues to improve customer 
satisfaction, leading to improved profitability and market share (Yang & Ming, 2012). 
Relationship marketing was the chosen theory serving as the conceptual 
framework underpinning this study. The main concept of relationship marketing is the 
objective to attract and win customers and maintain a lifelong relationship (Berry, 1983). 
Customers are considered partners to an organization and, therefore, adopting 
relationship marketing principles creates the ability to treat customers as individuals 
(Dutu, 2012). Berry (2002) proposed five strategies in relationship marketing: (a) 
developing a specific service to build a relationship, (b) providing tailor made services, 
(c) adding value to the core service, (d) pricing per need and service, and (e) involving 
employees in the marketing strategy to enhance service delivery. 
Relationship marketing has attracted the attention of practitioners and scholars in 
the wake of intense competition and customer demands, and the increased interest can 
result in a dominant marketing paradigm (Sheth, Parvatiyar, & Sinha, 2015). Relationship 
marketing hinges on customer relationship management (CRM) which involves the 
collection of information and feedback from customers to inform strategic managerial 
decisions (Long & Khalafinezhad, 2012). Leaders of banks can increase profitability and 
customer retention through CRM solutions (Dedu & Nitescu, 2014). When banking 
leaders understand customer behavior, it might lead to the provision of tailor-made 





Customer Experience: Customer experience is the feeling a customer takes away 
from the interaction he or she has with representatives of an organization providing a 
service (Rose, Clark, Samouel, & Hair, 2012). 
Customer Satisfaction: Customer satisfaction is the difference between the 
customer expectation of a service or product and the experience (Yang & Ming, 2014). 
Relationship Marketing: Relationship marketing is a business process in which an 
organization focuses its marketing attention on the relationship between the organization 
and members of the buying public (Schmitz & Ganesan, 2014). 
Service Quality: Service quality is the difference between the customers’ expected 
service, the actual service experience, the degree of variations in customer expectations, 
and the perceptions of all parties (Chavan & Ahmad, 2013). 
SERVQUAL:  SERVQUAL is a research instrument designed to measure the 
customers’ perception of service quality (Dehghan, Shahin, & Zenouzi, 2012). 
Assumptions, Limitations, and Delimitations 
Assumptions 
Assumptions are a researcher’s beliefs that appear to be true and acceptable 
without question (Frederic, Di Bacco, & Lad, 2012). An underlying assumption in this 
study was that participants would be truthful and willing to provide the required 
information helpful for this study. I also assumed that the interview questions were 
adequate in answering the central research question. Additionally, I assumed that the 
selected participants have the required knowledge and skill to participate in the 
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interviews. I had the assumption that the study might benefit the banking sector in 
particular and the financial services sector in general. 
Limitations 
 
Marshall and Rossman (2016) advised that individuals conducting qualitative 
research preidentify possible shortcomings before plunging into the investigation. 
Limitations constitute potential conditions outside the researchers’ control (Marshall & 
Rossman, 2016). The opportunity to select business leaders who were willing to 
participate in the study created a limitation in the study.  I interviewed six bank leaders 
from a specific geographical area and due to time constraints and limited resources; I 
could not extend to other locations. The sample size was not enough to generalize the 
findings. Consequently, time constraints, subjectivity, and external environment were 
also potential limitations to this study. The study was also limited to only bank leaders. 
Delimitations 
Delimitations are factors a researcher sets within control, and through such 
circumscription, the researcher stays within these borders throughout the investigation 
(Yin, 2014). I conducted the study in Accra, Ghana, and the participants were six 
business leaders from three banks in Ghana. The objective of the research was to explore 
the strategies banking business leaders used to increase customer satisfaction. The 
competitive nature of the banking industry requires strategies that create a competitive 
advantage for the banks. Managing banking leaders’ understanding of the client 
perception of service can improve service and satisfaction, leading to loyal customers and 
the resultant improvement in performance.  Delimitations of the study are the 
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geographical area, the focus on a specific industry, and the specific number of 
participants. 
Significance of the Study 
Contribution to Business Practice 
Banks play an important role in any country. Banks play a critical role in the 
economic development and growth of a country (Idun & Aboagye, 2014). Banks provide 
financial services including receiving deposits, extending credit, and providing advisory 
services. Bank leaders’ understanding of the drivers of bank performance is therefore 
important. The level of competition in the banking sector in Accra, Ghana has increased 
exponentially, and the survival of the banks is dependent on the degree of service 
provided. Service quality is considered a number one driver for the survival of service 
organizations (Wilder, Collier, & Barnes, 2014 ). The literature on service quality showed 
that organizations that pay attention to quality service end up with loyal customers 
(Wong, Tseng, & Tan, 2014). 
The importance of service delivery in the banking industry requires that business 
owners have knowledge about the drivers of customer satisfaction (Johansson, Witell, & 
Elg, 2013). From a management perspective, my study might serve to reduce any lapses 
on the part of banking leaders in the context of their respective banks’ customer service 
agenda.  Leaders from other financial institutions could entrench strategies to increase 
customer satisfaction and service quality demand and expectation. From a research 
perspective, the study was significant, and the results can add to customer satisfaction 
literature. The results of the research might provide insights into the benefits of 
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relationship management strategies that promote customer satisfaction and growth in the 
service industry, leading to economic viability. 
Implications for Social Change 
 
Bank leaders’ understanding of strategies that lead to customer satisfaction can 
provide a competitive advantage for banks (Addo & Kwarteng, 2012). Satisfied 
customers are loyal, and will do more business leading to improved business performance 
(Addo & Kwarteng, 2012). The management of banks can formulate tailor-made 
products to suit the needs of the customers. When customers are pleased with the services 
of the banks, customer satisfaction can improve, leading to repeat purchases and 
increased profitability. Customer satisfaction has a positive correlation with loyalty and 
improved firm performance (Saeidi, Sofian, Saeidi, Saeidi & Saaeidi, 2015). Improved 
business performance will lead to increased profitability and market share. Profitable 
banks can support the communities, within which the banks operate to improve lives and 
standard of living, leading to positive social change. When lives are improved, the 
communities can do more business with the banks and the banks can continue to support 
the community, leading to a ripple effect of positive social change. 
A Review of the Professional and Academic Literature 
 
The primary objective of this subsection was a presentation of a detailed and 
comprehensive review of relevant literature to encapsulate the conceptual framework of 
the study and answer the overarching research question. A search of various databases 
including Business Source Complete, Science Direct, Emerald Management Journals, 
Google Scholar, and ProQuest led to the discovery of numerous peer-reviewed articles 
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Reference Type Total 
Total number of peer-reviewed journals and articles 190 
Peer-reviewed articles in the literature review section 136 
 
Peer-reviewed articles in the literature review within 
136 
five years to research completion 
Governmental and State Agencies Publications 2 
 
Total resources in the research document within five 
199 
years to research completion 
Total number of resources five years older 3 
Total number reviewed 202 
 
 
related to the study. The Walden University library contained extensive resources that 
discussed the ramifications of the topic. Diverse search terms emerged in the process of 
reviewing scholarly works. The search terms  include customer satisfaction, customer 
relationship management, and service quality and banking industry. The search terms 






































Table 1 contains approximately 94% articles from peer-reviewed journals and 
98% sources within five years to research completion to satisfy the 85% quality rule 
along with the 5-year rule.  I used keywords that pertained to customer service, banking, 
customer relationship management, service quality, and customer satisfaction as search 
terms. Ulrich’s Periodicals directory served in determining which articles conformed to 
peer-review requirements. The screening process enabled me to eliminate studies that 
would have no bearing on the study. 
Conceptual Framework of Customer Satisfaction 
 
The objective of this qualitative multiple case study was to explore strategies 
banking industry business leaders in Accra, Ghana used to increase customer satisfaction. 
Theorization makes contexts more understandable, and according to Bendassolli (2013), 
the content of theoretical statements must be empirical to be trustworthy. In the context 
of service quality, a relationship must exist between provider and consumer of a service 
(Bowden, Gabbott, & Naumann, 2015). The trustworthiness of statements about quality 
service environments must incorporate the truth about relationships between bankers and 
their customers. Banking industry leaders play a central role in ensuring that good 
relationships exist between the bank and customers. 
The objective of banks is to retain existing customers as well as attract new ones 
(Yang & Ming, 2014). Relationship marketing thus becomes critical to the success of any 
bank seeking new customers. Relationship marketing was the chosen theory serving as 
the conceptual framework underpinning this study. Berry introduced the relationship 
marketing theory in 1983. The competitive nature of the banking industry requires 
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leadership to identify strategies to attract and retain customers. Conceptually, banking 
leaders’ efforts to acquire new customers may face obstacles if existing customers do not 
receive quality service. Competition, therefore, renders a bank’s efforts futile when bank 
leaders do not recognize the criticality of relationship marketing (Veldman, Klingenberg, 
Gaalman, & Teunter, 2014). Paramount with the agenda of management of banks is to 
explore all avenues to improve customer satisfaction, leading to improved profitability 
and market share. An understanding of the theory of relationship marketing and 
application thereof to a bank’s standard operating systems could constitute a bank’s 
inroad to achieving customer satisfaction through the entrenchment of high service 
quality. 
Customer satisfaction is a result of several features working together. Customer 
satisfaction forms the attitudes of customers towards the provider of the goods and 
services. The main concept of relationship marketing is business leaders objective to 
attract and win customers and maintain a lifelong relationship (Berry, 2002). Customers 
are partners with an organization, and therefore, adopting relationship marketing 
principles creates the ability for business leaders to treat customers as individuals (Dutu, 
2012). Relationship marketing hinges on customer relationship management (CRM) 
which involves the collection of information and feedback from customers to inform 
strategic managerial decisions (Long & Khalafinezhad, 2012). Chavan and Ahmad 
(2013) argued that the banking business rests on the quality of customer service as well 
as the overall satisfaction of customers. The adoption of CRM in the context of 
relationship building is a strategic tool for bank managers to know customer preferences. 
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Customer Relationship Management 
 
According to Long and Khalafinezhad (2012), customer relationship management 
is a business strategy focused on optimized profitability, revenue, and customer 
satisfaction through consolidating customer segments, developing customer-satisfying 
behavior, and executing customer-centric processes. Businesses can gain competitive 
advantage through the gathering of information from customers to design tailor-made 
products and services to suit specific needs. The ability to gather and use customer 
information is essential for creating superior customer value (Tseng & Wu, 2014). 
Business leaders in service organizations can enhance and sustain customer relationships 
through effective CRM systems (Tseng & Wu, 2014). The term CRM means building a 
relationship with consumers is a significant way to create loyalty and loyal customers are 
valuable and profitable (Agudze–Tordzrol et al., 2014). Enhancing profitability and 
customer satisfaction are the main objectives of CRM programs. 
Customers who stay with their firms and maintain a sound relationship tend to be 
satisfied with the relationship. Satisfied customers are less likely to switch to competitors, 
and it is difficult for competitors to enter the market or gain market share (Hundre, 
Kumar, & Kumar, 2013). The business strategy involving CRM includes two 
perspectives. The first involves measurement of factors related to customer ` to Mozaheb, 
Alamolhodaei, and Ardakani (2015), leaders of organizations can use CRM as a business 
strategy to focus on the customer and increase customer loyalty and satisfaction by 
presenting tailored made services. Identifying, attracting, developing, and maintaining an 
effective relationship with customers for organizational profitability involves CRM 
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(Mozaheb et al., 2015). Alharthey, Rasli, and Ratyan (2013) argued that CRM is one of 
the most effective business strategies that involve increasing satisfaction and loyalty of 
customers.  Bank leaders use CRM to provide responsive and tailor-made services 
leading to happy and satisfied customers. The main principles of sales for organizations 
are to attain high growth and profit and have loyal and satisfied customers. 
Anabila and Awunyo-Vitor (2013) posited that CRM has emerged as a key 
business strategy employed by banks in their bid to hold on to their customers and 
increase customer loyalty and retention.  Loyal customers give a solid basis for attaining 
sustainable business progress (Anabila & Awunyo-Vitor, 2013). Hundre et al. (2013) 
asserted that customer retention is the actions that a firm undertakes to reduce or avoid 
customer defection. Hundre et al. (2013) further affirmed that a firm’s ability to attract 
and retain new customers is related to how existing customers feel treated. Since satisfied 
customers mostly do not defect to competitors, a successful implementation of CRM 
techniques could yield satisfaction, loyalty, and retention of the customer. 
The process involving CRM is an approach based on creating and maintaining 
positive customer relationships, increasing satisfaction of customers, and expanding the 
lifetime value of customers (Ngambi & Ndifor, 2015). Agudze-Tordzro et al. (2014) 
asserted that CRM is a comprehensive strategy and a process of acquiring, retaining, and 
cooperating with selective customers to build and maintain trust. According to Ngambi 
and Ndifor (2015), the process of recognizing customers, creating customer knowledge, 
creating customer relationships, and influencing customer perceptions of the company 
and its services requires CRM strategies. 
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Bank leaders should handle customer service problems, keeping customers 
informed as to when service providers will perform quality services and give customers 
individualized attention. The basis of the research is to learn from banking industry 
business leaders how they solve customer satisfaction problems in the context of 
relationship building. Customer satisfaction levels increase whenever the customers 
appreciate the service in a way that fulfills their personal needs (Auka, Bosire, & Matern, 
2013). Customer relationship management is a two-way communication between 
customers and the firm (Messay, 2012). 
Tracking customer activities and producing specified information to customers 
will make them have a sense of belonging and increase their satisfaction. Customers 
show appreciation to a bank that offers them options and alternatives, especially when the 
customers feel the banks are concerned with their best interests (Kariru & Aloo, 2014). 
Furthermore, through CRM, the bank will have a greater understanding of customer 
requirements and inform them through feedback. Efficient company to customer 
communications results in increased customer satisfaction (Lau, Cheung, Lam, & Chu, 
2013). 
History and Definition of Customer Satisfaction 
 
Customer satisfaction is a popular expression in business and commerce circuits. 
It is a business term explaining the positive feeling consumers have by measuring the 
product and services the company provided (Ramachandran & Chidambaram, 2012). 
Most companies consider customer satisfaction a key performance index. Banking 
industry players are consistently trying to devise ways and means to increase their 
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financial performance and be relevant to the customers. A bank cannot achieve financial 
objectives if the customers are not satisfied with operations and strategies in place. The 
rise in competition among banks for the increased share of consumers’ wallet has grown 
rapidly in the Ghanaian environment. In a developing country such as Ghana, high levels 
of unemployment rates always lead to a reduction in the base of customers for which 
banks compete. Similarly, most banks will find it challenging to adapt to the need for 
change brought on by global financial crisis. 
Customer satisfaction plays a critical role in an organization’s performance 
(Mburu, Van Zyl, & Cullen, 2013). The leaders of service organizations aim to satisfy 
customers because customer satisfaction is the foundation for business success 
(Ramachandran & Chidambaram, 2012). The survival of banks is now dependent on the 
quality of service delivered to customers. The level of competition could lead to customer 
empowerment, and customers can switch to other banks whenever dissatisfaction in 
service occurs. 
Banks in Ghana provide almost the same type of products and can only create a 
differentiation through exceptional customer service delivery. Competitors can copy 
products, but it is difficult to reproduce unique service delivery (Asante-Gyabaah, 
Oppong & Idun-Baidoo, 2014). The introduction of reforms in the banking industry in 
Ghana has created ease of entry for banks. The number of banks has increased 
significantly in Ghana, creating a turbulent, competitive environment (Okoe, Adjei & 
Osarenkhoe, 2013). The objective to explore strategies bank leaders use to increase 
customer satisfaction is, therefore, timely and important. 
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Customers are the stakeholders of the firm who make payment in return for the 
goods and services provided by the organization. Upon receiving the goods and services, 
the customer aims at fulfilling a need and maximizing satisfaction. Consumers are not 
necessarily customers, but some businesses refer to customers as consumers. The 
customer is, therefore, the person who buys goods and services while the consumer is the 
person who eventually uses the product (Kumasey, 2014). In the competitive business 
environment, where firms need to compete for customers and consumers, the issues of 
customer satisfaction has become a key differentiator of one firm from another and 
gradually found its way in most business strategies (Amoako, 2012). 
Customer satisfaction is also necessary for business success in this modern 
 
+``competitive banking sector (Mutea, 2013).  A customer’s concern is, therefore, with 
the value and quality of what they pay for and receive. Yang and Ming (2014) defined 
customer satisfaction as the difference between the customer expectation of service or 
product and the experience. An important driving force of organizational profitability in 
this modern age of doing business is the focus on customers and customer satisfaction 
(Mutea, 2013). 
Leaders of organizations wish to improve the levels of the customers’ satisfaction 
by concentrating in designing goods and services customer want. The measurement of 
customer satisfaction has become a yardstick to assess the performance of the 
organization on how it provides the goods or service. The customer wants the best quality 
at the lowest possible price. The perception of this best quality of product and lowest 
possible price is relative and varies significantly among individuals (Omenye, 2013). 
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Therefore, for the organization to ascertain an overall view of customer perception, it 
needs to evaluate the satisfaction of the customer (Omenye, 2013). When customers are 
satisfied, in most cases, they talk strongly about their experience of the use of a particular 
good/service that gives a positive advertisement for the firm (Khan, 2012). 
On the other breadth, when the customers are dissatisfied, they most probably 
would switch to a different brand and discourage others to patronize the brand that leads 
to a negative advertisement for the firm. Hence, the essence of keeping customers 
satisfied as well as considering them in strategic business planning can never be 
overlooked (Murugiah & Akgam, 2015). Customer satisfaction has received much 
attention and companies are regularly undertaking customer satisfaction surveys whereby 
the monitoring of the level of customer satisfaction has become a priority for firms 
regardless of their sector or industry. The satisfaction of the customer is the bedrock of 
the successful company (Belás & Gabčová 2014). In a very saturated market, there are 
homogeneous goods and services, and clients can easily change the provider of the 
product in case they are not satisfied. The issue of customer satisfaction is, therefore, 
critical. To comply with what the customer need, customer care, as well as banks 
customer satisfaction has been at the centre of concerns of researchers and bankers 
(Bilan, 2013). 
According to Belás and Gabčová (2014), the satisfaction of the customers is of 
immense importance to the present and future firm performance of commercial banks. 
The customer who is satisfied shall always be loyal and remain with the company. For 
the company to keep the customer, it requires less effort, time, and money than getting a 
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new customer. A satisfied customer is willing to pay a higher price (Drugdová, 2012). 
When the customers are satisfied, they represent a free form of advertisement, and they 
are mostly inclined to buy other products. 
The customers who are fully satisfied are less likely to move away from their 
banks and are more prepared to acquire and consume additional products or services from 
the same bank. However, some studies (Fraering & Minor, 2013) have not established 
this relation. They have reported that even satisfied customers change their banks if/when 
another bank offers a better product or service. These feelings are explicable in two ways: 
loyalty and other objective factors. 
Loyal clients have more intense commitment and exercise emotional attachment 
to their banks. When a client is satisfied with the products and services, but not loyal to 
their banks, they are more likely to switch if conditions are better and accessible from 
another bank. Loyal customers are resistant to competitors’ offers, and it is, therefore, 
imperative that management of service industries identify the drivers of customer loyalty. 
Concept of Customer Satisfaction 
The objective of the study was to explore the strategies business leaders in the 
banking industry in Accra, Ghana use to increase customer satisfaction.  The process of 
measuring customer satisfaction involves the identification of products and services that 
are relevant to the customer and can lead to customer satisfaction and loyalty. Loyalty 
can cause a customer to do more business to improve profitability and market share. 
Satisfied customers are a critical asset to the long-term success of the firm. Companies 
that can boast of a more satisfied customer base can also boast of higher economic 
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returns. The satisfaction of the customer is an individual feeling of fulfilment or 
displeasure because of comparing the real performance or outcome to the expectation. 
Customer sophistication and increased competition has led to a focus on quality service 
delivery (Kumasey, 2014). According to Kumasey (2014), service quality is an important 
driving force for organizational performance. Customer needs and preferences are 
changing because of advancement in technology and improved knowledge (Kumasey, 
2014). 
Banks and service industries stand the risk of losing customers if the customer 
service agenda designed is not towards improving the quality of service (Veldman et al., 
2014). In the changing competitive banking environment, winning the competition in the 
marketplace has a direct linkage to the services and products offered to meet the customer 
expectation. The customer plays a significant role in banking activities in the world 
(Drugdová, 2012). The banking industry is a face-to-face interaction with customized 
solutions for individual customers. The banking solutions should be valuable for the 
customer, the value that the customer is willing to pay. Service quality should, be at the 
forefront of any solution the bank attempts to provide to a customer. 
Service quality drives customer satisfaction and loyalty leading to repeat purchase 
behaviour. Customers are the lifeblood of any organization. Therefore, organizations 
cannot exist without customers (Kariru & Aloo, 2014). Customer satisfaction should be a 
number one focus for management of banks to attain competitive advantage. 
The buyer who is loyal to the brand responds positively to a wide range of 
offered products and is prepared to accept any price rise (Veldman et al., 2014). Satisfied 
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customers propagate positive news about the brand and the bank that consequently 
increases the possibility of new customers also coming on board. Thus, if the bank can 
surpass the individual expectations of the customers (clients), management must create 
room for the customers to develop a sense of positive loyalty. 
Customer satisfaction has a strong positive influence on the loyalty of the 
customer (Seiler, Rudolf, & Krume, 2013). To understand customer loyalty, one needs to 
understand fully customer satisfaction (Fraering & Minor, 2013). According to Bilan 
(2013), the consumers of a product or service do not want to play games. Whenever a 
customer has any feeling of things going wrong, he/she walks away and settles on a 
different provider of the same product or service.  Loyalty and additional purchasing 
depend on the excellent quality of banking services. Satisfied customers give information 
concerning the level of satisfaction to their families, friends, and colleagues (Augusto de 
Matos, Luiz Henrique, & de Rosa, 2013; Choudhury, 2014). 
Satisfied customers are usually loyal and willing to buy more products or services 
at increased prices (Terpstra & Verbeeten, 2014). Terpstra and Verbeeten (2014) reported 
that the current positive effects of customer satisfaction levels become evident if the 
customer purchases additional products or services after a year rather than in the same 
year. Customer satisfaction positively relates to the customer revenues in the future as 
well as the customer value; this is mostly evident in higher customer profitability 
segments (Terpstra & Verbeeten, 2014). According to Hansen, Samuelsen, and Sallis 
(2013), customer satisfaction has a strong positive effect on loyalty. 
23  
 
The issue of trust, experience and commitment become paramount factors to 
building and retaining satisfaction of the customer in the service industry like the banking 
sector. Setó-Pamies (2012) analyzed the impact of service quality, satisfaction, and trust 
on customer loyalty. The results of the study revealed a correlation between customer 
loyalty, customer satisfaction, and trust. The degree of loyalty depended on the level of 
the customers’ satisfaction and trust. The different approach in this study was to identify 
the list of factors that predict loyalty by placing an emphasis on the importance of trust. 
One of the most important elements in marketing products is trust; it forms 
important grounds for buyers to purchase banking product. Empirical evidence shows 
that trust has a positive and significant impact on the satisfaction of the customer (Kariru 
& Aloo, 2014; Veldman et al., 2014). Customer satisfaction theoretically has an influence 
on customer loyalty. However, the results from the literature present inconclusive reports. 
The customer experience is very complicated and seen as a developing structure. 
Alharthey et al. (2013) and Ngambi and Ndifor (2015) have previously studied customer 
experience. The study’s results, when juxtaposed with the banking industry, showed that 
customer experience in the banking sector has a statistically significant influence on the 
satisfaction of the customer. Experience is, therefore, a variable that can significantly 
change the behaviour of the customer. If a customer has an excellent experience from the 
past product purchased, the more likely the customer would be satisfied and ultimately 
remain and buy other products of the provider. 
Satisfaction is a feeling resulting from the comparison between a function and 
expectation (Velnampy & Sivesan, 2012). Satisfaction is the response of the fulfilment 
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the customer has. Satisfaction is the judgment passed on the features of the product or the 
pleasure derived from the consumption of the product about the consumers’ fulfilment 
(Drugdová, 2012). In summary, satisfaction can relate to the evaluation of the customers’ 
emotions. The customer always has a posterior perception of the quality derived from the 
consumption. 
Hundre et al. (2013) reported that the retention of the existing customers of the 
banks is becoming more and more important issue. Hundre et al. (2013) attributed the 
development to the fact that long-term related customers match different offers against 
each other and select the best ones. Hundre et al. (2013) suggested that as the consumer 
remained satisfied with a bank, they spread a positive word of mouth, which is very 
efficient in case of services for attracting new customers. The leadership of a bank will be 
able to know more about the customer if the customer stays longer with the bank. The 
management of banks will offer customized services that will make it hard for the 
customer to defect. Hundre et al. (2013) further reported that the customer retention is a 
critical agenda in service organizations and that the earlier a firm begins with 
professional customer retention, the sooner fast results are realizable. Agudze-Tordzrol et 
al. (2014) also posited that customer retention is a significant element of banking strategy 
in the present ever-competitive business environment, and the Ghanaian banking industry 
in is not an exception. 
Building loyalty in the market in the era of hardships, layoffs, and rationalization 
has become a task for companies (Khalaf, Rasli, & Ratyan, 2013). According to Khalaf et 
al. (2013), businesses who can survive in the markets are the ones able to build loyalty 
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relations with their employees, and the result can transcend to retaining loyal customers 
for a very long period. Khalaf et al. (2013) posited that if the employees are loyal, they 
build a strong connection with their customers. Khalaf et al. (2013), however, argued that 
the organization needs to understand that building and raising levels of employees’ 
satisfaction and the satisfaction of customer in the market is a challenging endeavour. 
Khalaf et al. (2013) further stressed that better results require a stronger and loyal bond 
between the employees and the customers. Banks should prioritize loyalty of the 
employees because adverse employee loyalty outcomes are likely to manifest in the 
quality of their customer relationship. 
Chavan and Ahmad (2013) defined and discussed eight of the most important 
characteristics of satisfaction. These are: (a) paying individual attention to each client, (b) 
employee behaviour inducing customer trust, (c) attractive bank equipment, (d) zero fees 
for issuing cheques, (e) zero error records, (f) security of transactions, (g) helpful staff, 
and (h) readiness of staff to answer to customer requirements regardless of occupancy. 
However, Choudhury (2013) posited that the customers mostly distinguish four 
dimensions of service quality that were the employee behavior, tangibles, reliability, and 
convenience. 
Consumers or customers have their perception of quality. When the experience 
from a service does not match the expectancy, there is the possibility of a discomfort and 
to relieve the discomfort customers seek alternate sources. Customers’ needs change over 
time and therefore bank managers should have strategies in place for consistent 
measurement of customer expectation. Customer satisfaction is the difference between 
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the customer expectation of a service or product and the experience (Yang & Ming, 
2014). 
According to Yin, Lee, Zhang, and Jin (2013), satisfaction is an emotional state 
resulting from the interaction the customer has with the service provider over a certain 
space of time. Satisfaction is also a function of a cognitive comparison of prior 
anticipations to consumption of a product or service with the real experience (Lee & 
Lung-Yu, 2013). Activities necessary for achieving customer satisfaction consist in 
satisfying one customer at a time through entrenching quality in service delivery. The 
paradigm of disconfirmation, whereby customers make an after purchase comparison 
with the repurchase expectations and actual fulfilment received places on a bank the onus 
of proving that customers are receiving service at the quality a customer should receive 
(Lee & Lung-Yu, 2013). 
According to the paradigm of disconfirmation, when the real performance 
surpasses the expectations from the purchase of product and services, it results in a 
positive disconfirmation that leads to satisfaction of the customers. However, when the 
real performance is below the expectations, a negative disconfirmation occurs leading to 
dissatisfaction. Satisfaction is proof of a transaction specific and cumulative satisfaction 
(Kim, Vogt, & Knutson, 2014). Customer satisfaction with a product is a function of 
disconfirmation and is in comparative of the output to input. The outcome is either a 
positive or a negative feeling of the consumers’ fulfilment. 
Bank management in the quest to stay ahead of the competition and to achieve 
competitive advantage has implemented customer satisfaction measurement systems 
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(Jones, Taylor, & Reynolds, 2014). Marketing customer relationship in a measurable 
manner will enable bank leaders reach customers. Measurements systems are a means to 
access customer feedback on expectations of the different product offerings of the bank 
including employee behavior (Jones et al., 2014). The feedback received from the 
management systems help to monitor areas of concern and improvement. Some banks 
also have consequent management and reward systems in place to punish or reward 
employees who provide consistently good service. 
Continuous improvements of internal processes contribute significantly to 
customer satisfaction (Lotfollah, Ziaul, Seyed, & Saeedreza, 2012). Assimilation is an 
intangible proof that manifests when a banking customer returns to purchase more 
services. Process improvement initiatives results in a waste reduction, improved 
efficiency, and lower costs and has become a number one strategic tool employed by the 
banking sector (Lotfollah et al., 2012). Business process management (BPM), business 
process re-engineering (BPR), total quality management (TQM), and business process 
improvement (BPI) are strategic tools adopted to improve productivity and enhance the 
performance of organizations. 
Continuous improvement programs play a vital role in the enhancement of 
productivity and efficiency of many organizations. Chu (2012) adopted a framework that 
integrates the six sigma concept to improve the service quality in information systems. 
Chu (2012) used the six sigma quality cycle to define, measure, analyse, improve and 
control (DMAIC) the systems of an organization. The data analysis revealed the 
effectiveness of the DMAIC process on information systems of an organization. 
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Organizations employ quality improvement methodologies such as lean manufacturing, 
six-sigma to improve internal processes and to meet customer expectations. 
Leadership needs to improve the processes of a system continuously. Process 
improvement tools such as BPR and TQM are effective in deploying improved processes 
in an organization (Azhar, Naz, Gul, & Nawaz, 2013). The current competitive banking 
environment in Ghana requires that management adopt strategies to streamline processes, 
leading to improved services that can attract and retain customers (Narteh, 2013). The 
improvement in internal processes affects employee morale and the desire to perform 
exceptionally to please the customer. 
The minimum expectation of an employee is to have his demands on the job met. 
There is always a gap between what the employee is expecting and what the employee 
receives. Each worker requires fair treatment according to qualifications and contribution 
to work. Employee satisfaction and commitment drives customer satisfaction and loyalty 
(Acheampong & Asamoah, 2013). Employee wellness and job satisfaction are a critical 
component of firm’s achievement of customer loyalty and a company’s profitability. 
Banks in Ghana understand the correlation between employee satisfaction and the 
achievement of organizational goals. Therefore, measures are in place to ensure 
employee loyalty at all times (Acheampong & Asamoah, 2013; Oakley, 2012). 
The importance of the human resource of an organization is critical to the 
achievement of organizational goals. Creating an excellent work environment positively 
affects employee attitudes and job satisfaction. Employee behavior and attitudes can 
change the customer relationship and experience. Understanding employee behavior is a 
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step to identify measures to improve customer satisfaction (Oakley, 2012). Employee 
attitudes and behavior can change the service delivery with the resultant effect on 
customer satisfaction and firm’s performance. Organizations must establish measures to 
ensure that employees are willing and able to deliver the required customer service 
(Frimpong, 2014). Effective systems and processes, adequate training and reward 
systems can boost the employee morale and will affect the employee’s behavior and 
attitude in delivering exceptional customer service. The improved morale of the 
employee could guarantee quality delivery of service among banks in Accra, Ghana. 
Jung and Yoon (2013) and Radomír (2013) examined employee satisfaction with 
internal efficiencies and reward systems. If employees are satisfied, the work quality will 
improve, and customers will be satisfied. When customers receive satisfaction, the 
customers are likely to remain loyal to an organization. Furthermore, the customers could 
create increased profitability and exceptional performance. Banking industry leaders in 
Accra, Ghana could incorporate the postulations of Jung and Yoon (2013) and Radomír 
(2013) in pursuing customer satisfaction. Empirical evidence, therefore, shows 
associations among employee job satisfaction and loyalty, customer satisfaction and 
loyalty, and organizational profitability and performance. 
Customer Satisfaction Models 
 
Oliver (1980) propounded the disconfirmation model. According to the 
disconfirmation model, a consumer compares his initial perception of the performance of 
a product or service to the resulting state of mind of the fulfilment derived from 
purchasing such a product or service. Disconfirmation is the satisfaction that relates 
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directly to the value and path of the experience that happens in the outcome of comparing 
the performance of product and service to expectations (Kim et al., 2014. 
The variation that may arise from a relation of the customer expectation and the 
actual performance results in the disconfirmation. Cudjoe, Anim, and Nyanyofio, (2015) 
identified three different models of disconfirmation that are: 
a) Positive disconfirmation: The positive disconfirmation occurs when the actual 
performance of the product or service supersedes the expected performance of the 
product or service after purchase. With such an outcome, the customer would be 
wholly or highly satisfied. 
b) Negative disconfirmation: Contrary to the positive disconfirmation, the negative 
disconfirmation arises from the situation whereby the actual performance of the 
product or service is less than expectations. When this happens, the customer is 
highly dissatisfied. 
c) Zero disconfirmation: When the actual performance of the product or service is 
equal to expectations, the client is neither fully satisfied nor less satisfied. 
Another important model of customer satisfaction is the one developed by Kano in 
1984 (as cited in Cudjoe et al. 2015). The model based on the product development and 
the satisfaction of customer that classifies customer preferences. The model depicts that 
products and services have some attributes that customers perceive to be critical. The 
model is a focus on the product differentiation as opposed to meeting the needs of the 
customers. According to Cudjoe et al. (2015), the model depicts the following 
characteristics of the product: 
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a) Satisfiers: Satisfiers are those characteristics of a product customers always say 
they want, and their existence leads to their satisfaction. 
b) Dissatisfaction: Contrary to the satisfied, dissatisfaction is the characteristic of the 
product existence that leads to customer dissatisfaction. 
c) Delighter or Exciters:  This feature of the product is one that excites or delights the 
customers. These characteristic can only be present in a product through innovation 
According to the model, the delighters are very powerful and they exhibit the 
potential for yielding highest gross profit margins. The attributes of the product that 
excites customers are mostly not foreseeable by the client. However, their presence may 
yield great satisfaction. Having simultaneous characteristics of a product that excites 
customers can give the provider a significant competitive edge over rivals. The idea is 
that the more the customer ponders on these incredible new ideas, the more the customer 
wants it. 
Customer Satisfaction Strategies 
 
There are several models and concepts in developing customer satisfaction 
strategies. Some service performance models involve the identification of gaps in the 
customer expectation of service and the actual customer experience. Conversely, a 
potential unmatched equilibrium between customer expectation and actual service 
delivery emerged as a theme in scholarly works (Komunda & Osarenkhoe, 2012). 
Customer service models that apply to service industry are equally applicable to banks. 
Bank managers should have a clear understanding of what customers perceive as quality 
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service because service quality is the bedrock of customer satisfaction (Chavan & 
Ahmad, 2013). 
Customer service strategies that exclude quality delivery might be easy for 
customers to detect. That is probably why Uppal and Juneja (2012) determined that when 
financial institutions get any negative feedback from customers, they have the 
responsibility to check it out immediately. It was against this backdrop that Uppal and 
Juneja (2012) conducted a comparative study of the complaints made by the customers of 
a bank. The comparisons were between public sector banks, old and new private banks as 
well as foreign banks for the period of 2008-09 to 2010-11 on selected products such as 
deposit accounts and remittances. The results of the study were that the foreign banks 
were the most efficient and effective when it came to dealing with complaints and thus 
satisfying their customers, whereas the public banks were the least effective. Judging 
from the insight of Uppal and Juneja (2012), the strategy in place might be responsible 
for the variance. 
Komunda and Osarenkhoe (2012) also conducted a study to ascertain the factors 
affecting post recovery customer satisfaction focusing on the Ugandan retail banking 
industry. Komunda and Osarenkhoe (2012) first developed a conceptual framework 
consisting of the concepts of service improvement, customer satisfaction, and loyalty as 
well as communication in the retail bank settings. Data collection was through 
questionnaire focusing on issues that relate to the causes of service failure. The idea was 
to enable the researchers develop recovery tactics that met the expectations of the 
customers of the bank. The questionnaire contained strategy-specific elements for 
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identifying the factors influencing the post-recovery satisfaction of the customer. 
Komunda and Osarenkhoe (2012) found that (a) communication with the customers from 
the bank, (b) the levels of redress, (c) how courteous the employees react towards the 
customers who lodge complaints and (d) how responsive the employees are towards the 
complaining customers were the main factors that affected the post recovery customer 
satisfaction in the Ugandan banks. 
Po-Young, Gin-Yuan, and Yu (2012), however, proposed a research model to 
examine the relationships that existed between the quality of service, customer 
satisfaction, and loyalty to the Taiwanese e-banks. Targeting respondents who had 
experience with the e-banking, Po-Young et al. (2012) used questionnaires to sample 442 
participant and collected data for the study. On a face value, the strategy did not appear as 
a factor in designing the questionnaire. However, Po-Young et al. (2012) applied partial 
least squares structural equation modelling as the analytical instrument for the data 
analysis, thereby creating strategy-related themes. The results showed that e-banking 
operators should focus on the quality of service to increase the satisfaction of the 
customer and customer trust to attain customer loyalty. 
Ali and Zhou (2013) also conducted research using data collected from 520 
respondents to ascertain whether there had been increases in the quality of services by 
banks. Ali and Zhou (2013) adopted the convenience sampling technique to achieve the 
objective. The objective of Ali and Zhou (2013) was to be able to analyze the 
performance of Islamic and conventional banks. Aside the descriptive statistics, Ali and 
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Zhou (2013) employed the two sample t-tests. Their study concluded that the Islamic 
banks provided better services that attracted the customers than the conventional banks. 
Naser, Salem, and Nuseibeh (2013) however conducted research to determine the 
customer awareness and customer satisfaction in the banking industry with much focus 
on the product and services that the banks offer. Naser et al. (2013) employed a 
questionnaire as a tool for the data collection. In all, the researchers obtained 429 
responses out of 650 questionnaires distributed. The data analysis too was the Cronbach's 
Alpha to measure the reliability of the responses. Naser et al. (2013) finally used 
descriptive statistics to present the results. The conclusion was that the customers could 
only be satisfied if the banks provide better products and services. Chavan and Ahmad 
(2013) argued that the banking business is a consumer-oriented services industry. The 
players in the industry understand that their operations increasingly depends on the 
customer service qualities and the overall customer satisfaction. 
Chavan and Ahmad (2013) conducted an empirical study that focused on 
discovering the major factors leading to the satisfactions of the retail banks’ customers in 
India. Chavan and Ahmad (2013) developed a conceptual framework of the relationship 
marketing practices in banks, which takes into consideration, the customers’ perspectives 
on satisfaction with various products and services of the banks. The results of the study 
revealed a transaction-specific customer satisfaction attribute was dependent on several 
different factors. Agudze-Tordzrol et al. (2014) however conducted research aimed at 
discovering the relative importance of retention strategies and their effect on customers to 
continue to patronize the services from the banks in Ghana. Agudze-Tordzrol et al. 
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(2014) defined the retention strategies as; bank service quality, customer relationship 
management, switching barriers, and loyalty rewards. In the study, the researchers 
employed survey as the data collection method to sample 410 banking customers. 
Agudze-Tordzrol et al., (2014) reported that except switching barriers, the remaining 
three factors: (a) bank service quality, (b) customer relationship management, and (c) 
loyalty rewards had a significant positive influence on bank customer retention. 
Garg, Rahman, and Qureshi (2014) aimed to measure customer experience in the 
banks in Indian. They examined the 14 factors of customer experience and identified their 
impact on the satisfaction of the customers. Garg et al. (2014) developed a psychometric 
scale that comprised with the steps of item generation and selection, scale refinement,  
and scale justification. Garg et al. (2014) employed a one-way ANOVA test to identify 
the relationship between the 14 factors and the demographics of the respondents. Garg et 
al. (2014) presented a 14 factor reliable and effective customer experience scale of which 
“convenience” was the most significant among the factors. Meanwhile, Garg et al. (2014) 
concentrated on a sector-specific scale, while a generalized scale that could be useful in 
other sectors was conceivable. However, Garg et al. (2014) presented a reliable and valid 
scale that is helpful to bank managers that could serve to identify the current and 
expected experiences of the customers. The tool can also help in building up effective 
strategies for the utmost customer satisfaction. 
The following are strategies among others that banks can use aside the quality of 
services to ensure customer satisfaction. 
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Providing service as promised. The reputation of the bank or the service provider 
plays a major role in the customer’s decision to choose a bank. Banks usually give their 
word to customers about security during transactions. If the desired service offered to 
customers by the provider is of high quality, customers will have more confidence and 
trust (Dado, Petrovicova, Cuzovic, & Rajic, 2012). Thus, providing the promise is one of 
the important factors affecting satisfaction of customers. A great way to excite customers 
is by fulfilling any promises customers have already received. Taking the right action, 
especially during a customer’s first time experience, usually attracts repeat purchase. 
According to Messay (2012), delivery is the most important factor for customers and is 
one of the main causes of account abandonment if not achieved. Therefore giving 
promised service is fundamental in any business. When banks usually provide what they 
promise customers, it will build the banks’ reputation. With a good reputation, there are 
high chances of repeat purchase. A reputable bank will be able to generate new business 
by word of mouth, and this may put bank miles away from its competitors. The firms 
may sell similar products, but the other companies could lack in delivering their promises 
(Armstrong, 2012). 
Lau et al. (2013) argued that providing services as promised is important to the 
bank. The fact remains that whenever customers expect the bank to do something for 
them, they should be able to rely on them to do it each and every time they want it done. 
Accordingly, if the bank fails to meet the customer expectations, then the reputation of 
the bank may be affected, and their reliability may be in disrepute. As such, most banks 
now have developed a way to address consumer problems. Placing of a suggestion box at 
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the entrance of the bank has been one of the ways. Repeat sales are not accidental; 
however, they occur due to relationships created when a firm offers promised service 
relationship (Abdullah & Ariokiasamy, 2013). Building relationship with business is 
therefore of great importance. However, if that relationship is not in trust, it will never 
grow to fruition (Armstrong, 2012). 
Dependability in handling customer service problems. After lodging complaints 
to the banks, the customers also want to trust that the bank will be able to handle such 
complaints. According to Lau et al. (2013), the complaints provide the chance to resolve 
imminent problems. Handling customer’s complaints often provide useful ideas to the 
banks to improve their services, changing marketing practices or adjust material and 
service information. The banks must not ignore customer complaints; this should give a 
firm an opportunity to listen to the occasional customer issues. Firms can learn and 
recover from some petty mistakes. The customer problems if handled professionally can 
turn frustrated customers into loyal customers. According to Karim and Chowdhury 
(2014), banks are competing to retain current accounts, and to sign on new ones to prove 
that they are dependable. A firm has to prove to customers why they should stay loyal to 
them and not switch to a competitor, under all circumstances. With the tremendous 
growth in the banking sector, customers have a pool of options to choose from, and most 
business will want to have these customers on their side (Hossan, 2012). Therefore, the 




Keeping customers informed of service timelines. Another strategy to keep 
customers loyal and satisfied is by providing information on when to do a requested 
service. Timelines are important to the success of strategies in customer satisfaction. 
According to Timothy (2012), the steps to keep customers informed when problems 
occur can either strengthen or harm the established relationship between the customer and 
the firm. Keeping customers well informed of what is going on can have lasting effects 
on the relationship. However, a firm’s reputation is likely to suffer if the information does 
not go well. Armstrong (2012) argued that by letting customers work out their problems 
and not being proactive, firms miss an opportunity to strengthen customer relationships. 
The customer feels well taken care of if the banks show evidence of putting in efforts to 
solve problems. 
Cudjoe et al. (2015) posits that aside being trained on how to deal with customers, 
employees should be given the freedom to provide information to the customers. By 
engaging customers, firms may be able to develop relationships with customers that will 
benefit both parties mostly by talking to them about their needs. Another way is by 
providing a platform where customers can give their views about products or services to 
ensure that they meet their needs. Lau et al. (2013) attest that a greater understanding of 
their requirements and informing them through feedback from customer communications 
increases customer satisfaction. 
Customers are aware and have a wide range of choices as to where to spend their 
money and time in the current competitive economy. The correct information to 
customers at the right time can increase the chance of retaining current customers as well 
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as gaining new ones (Armstrong, 2012). An important way of creating satisfied 
customers is also being concise and getting to the point quickly; this is a good way to 
respect the time of the customer and it shows responsiveness. The employee of the banks 
providing regular and honest feedback while informing customers is also a good step in 
effective customer service delivery. The bank can achieve the service goals if the 
employees are proactive. Sakhaei, Afshari, and Esmaili (2014) also argued that the 
important knowledge or skills that relate to the customers should not be in the hands of 
just a few people in the firm. For instance, if an employee has no idea of what a customer 
wants and does not know where to get such information, it slows down the employee 
when he/she needs to respond to a customer. The banks must have efficient ways of 
disseminating knowledge among employees especially in the departments’ levels, 
maximizing value, and effectiveness. 
Prompt service to customers. The next strategy to discuss is how promptness a 
firm provides services to the customer when requested. Mudassar, Talib, Cheema, and 
Raza (2013) argued that however skilled you are in the workplace; providing customers 
with exceptional service as desired is paramount. Providing customers with exceptional 
services include providing timely responses to customer questions and inquiries, as well 
as informing the customers promptly. Additionally, greeting customers warmly, 
involving them to determine what they need, and responding promptly and accurately to 
inquiries give customers’ quick understanding and trust of the firm. 
Kariru and Aloo (2014) wrote that not treating customers with respect could result 
in loss of business or damage a firm reputation. A universal most common customer 
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complaint is being kept waiting in queues. If the customer is not happy with how prompt 
the bank handles his/her problems, that customers may be pushed to switch to another 
company. The customers may also engage in negative word of mouth due to the 
dissatisfaction felt (Armstrong, 2012). Customers expect firms to treat them in a 
consistent manner and that they will do what they say they will do promptly (Jayanthy & 
Umarani, 2012). 
A customer’s view of the bank builds loyalty and enhances levels of satisfaction. 
The customers, therefore, see the service provider as being competent enough to offer the 
service. Unfortunate response to customer requests is one of the endorsements on poor 
customer service. The customers always want to feel valued by the service provider. 
They want to know that the service provider appreciates their presence and input to the 
business. However, when customers feel neglected and unappreciated, there are high 
chances that they will move to the next competitor (Abdullah & Ariokiasamy, 2013). 
Additionally, the customers may swiftly do so if they have an immediate need for a 
service that a firm is failing to deliver. Armstrong (2012) argues that poor response time 
results in loss of customers and revenue. Providing customers with efficient services 
within the required timeframe is a key to generating loyal customers. The employees 
should have adequate knowledge to enable them swiftly respond to customers’ needs 
(Mudassar et al., 2013). 
Willingness to help customers. Next, the willingness a firm shows to help 
customers is worthy of consideration. The first impressions customers receive have a 
great impact on their present and future decisions. Precisely, how firms respond to and 
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treat customers for the first time determines whether they will come back or not. If the 
customers receive quality service, the customers could recommend the firm to others 
(Messay, 2012). Activities such as warm greetings, asking probing questions to 
understand customer need, and responding promptly and accurately shows how dedicated 
and willing the firm wish to help a customer get what he wants. Jayanthy and Umarani 
(2012) asserted that, for customers to have a tip of satisfaction, the firm must demonstrate 
a willingness to help. Satisfaction improves if banks or firms probe to understand the 
customer need and show a willingness to help (Abdullah & Ariokiasamy, 2013). 
Giving customers’ individual attention. When delivering services, a firm usually 
deals with a very large number of people (customers) as same, however, it is of great 
importance to remember that each customer is an individual. Cudjoe et al. (2015) argued 
that the level of satisfaction of the customers’ increase whenever the customer’s service 
meets the personal needs. According to Boon-itt and Rompho (2012), an organization 
should do anything that is possible to make each customer notice the attention to the 
customer. The attention to the customer will have a far-reaching effect on customer 
perception. When customers understand that the company has shown due attention, an 
increase in customer satisfaction occurs. Messay (2012) attested that by creating a two- 
way communication between customers and the firm, tracking customer activities and 
providing tailored information to customers create a sense of belonging to a given brand 
or firm. 
In the present competitive business environment, any positive change is likely to 
create competitive advantage. Employees who paid attention to their customers provide a 
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positive impression in the mind of a customer. Conversely, customers appreciate a 
company that would offer options and alternatives. According to Kariru and Aloo (2014), 
creating individual attention is the technique, which makes customers, feel important and 
special. It is, however, necessary not only to understand what customers say but also how 
they feel, to give the customers the attention they desire and deserve. A banking officer’s 
skill in customer service delivery is important. Otherwise, bank’s leaders will miss the 
opportunity to assist customers by offering quality service. Furthermore, banking officers 
with requisite skills in quality service delivery are capable of recognizing and 
understanding customers’ emotional state. 
The firms with good service reputations always welcome and accept negative 
feedback from the individual customers (Lau et al., 2013). The feedback from the 
customers creates the opportunity to improve service delivery. Although the firm may not 
make changes to their business processes based on all of the complaints, or consider all 
suggestions realistic, the customer feedback is critical to success (Timothy, 2012). 
Measure of Customer Satisfaction 
The banking industry is becoming increasingly customer oriented (Kanojia & 
Yadav, 2012). Satisfied customers are critical to the optimal results and financial returns 
(Kanojia & Yadav, 2012). Companies are now seeing the value in directly measuring 
and monitoring customer satisfaction as a significant strategic success tool. Customer 
satisfaction measurement helps to promote an increased focus on customer results and 




A scan through the available literature results in several sector-specific and 
generalized scales developed by various researchers and authors to measure the customer 
experience. The scales have been useful in measuring experiences of the customers in 
several different industries. In the case of service research especially in the banking 
sector, customer experience has become integral to the quality of service. Outspoken 
customers acknowledge such values when company representatives offer services. Rareş 
(2014) made extensive application of the widely popular measuring scale, SERVQUAL 
that Parasuraman and two of his research colleagues developed in 1988. However, the 
SERVQUAL is insufficient to value the experiences of the customers at every point with 
the institution. The reason mostly attributable to this insufficiency is that in service 
quality studies, the customers are passive observers. Customers only process the 
information they receive and then evaluate the service interactions, especially in health 
and medical transactions, like Martins, de Carvalho, Ramos, and Fae (2015) observed. 
The interactions of the customers with the organization and the actual customer process 
have not undergone scientific measurement. 
The SERVQUAL model is the tool for measuring customer perception of the 
identified five dimensions viz tangibles, empathy, assurance, responsiveness, and 
reliability about consumers’ expectations. According to Pashaie, Fatemi and Ahmadi 
(2013), SERVQUAL relates to perceive quality where there is a comparison between 
expectations and perceptions of performance. Measuring product quality as a comparison 
to service quality might be easier because service quality embodies unique characteristics 
(Messay, 2012; Veldman et al., 2014). 
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The present competitive market makes it difficult for customers to stay loyal to 
one bank. The management of banks have a responsibility to create a solid customer 
foundation that will not suffer any threat, even in the face of the fierce competition. The 
banking sector specifically the Ghana banking sector has experienced numerous entries 
of competitors to gather the advantages of this growing sector. There is, therefore, a 
situation of intense competition among the Ghanaian banks. The banks are now striving 
hard to put forth attractive and innovative products and services to attract new and retain 
existing customers (Onditi, Oginda, Ochieng, & Oso, 2012). The banks with a pool of 
customers are always finding ways to retain their customers for the longer period in 
addition to attracting new customers and earning huge profits. The banks can achieve all 
these if the customers are satisfied with the quality of products and services they receive 
(Kariru & Aloo, 2014). 
The literature presents a consensus among researchers that the concept of 
customer satisfaction and service quality are highly interrelated. Messay (2012) attested 
that high service quality leads to high levels of customers’ satisfaction with restaurants, 
healthcare, and telecommunication industry. The quality of service rendered has therefore 
become an important factor in doing business in the banking industry. The customer has 
become increasingly demanding due to emerging trends in technology and consumer 
awareness (Abdullah & Ariokiasamy, 2013). The customers have gained the 
understanding of the value of the products that they want while insisting on the quality of 
service rendered to them for their satisfaction. Customers can still defect even with all the 
state of the art technologies, and the service is still poor (Lau et al., 2013).  Many times, 
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mostly in the service industry, business success or failure hinges on the quality of service 
a business organization provides. When customers receive less attention, more often than 
not, the customers might not complain about what they feel to be of less value. 
Occasionally, such customers leave and settle for the next alternative. Firms should, 
however constantly shift their focus on understanding what satisfies their customers in 
the services, especially with the emphasis on the quality. 
Schmidt-Subramanian (2014) provided tools for measuring customer experience; 
a business entity must consider hedonism, interactivity, novelty, comfort, safety, and 
stimulation. Other constructs must include web usage, arousal, challenge, control, 
exploratory behaviour, flow, focused attention, interactivity, involvement in the study. 
These constructs subsist in the concept of customer experience index. 
When customers receive quality service, all aspects of human interactivity are 
involved. Leaders in business organizations that deliver quality customer service 
endeavor to use all elements of the constructs for delivery. The business leaders within 
the organization have the responsibility of structuring the deployment of the construct 
elements (Schmidt-Subramanian, 2014). Consequently, quality delivery depends on the 
effective deployment of constructs. 
In different settings, Hosany, Prayag, Deesilatham, Cauševic, and Odeh (2014) 
developed a scale to measure the cruise experiences of the customers. Hosany et al. 
(2014) studied the paradigms of tourists’ emotional experience about hedonic holiday 
destinations and built a scale called the destination emotion scale (DES). This scale has 
three important dimensions as joy, love, and positive surprise. In another instance, Kim et 
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al. (2014) addressed quality factors that measure customer comfort. Comfort applies to 
other industries relating to customer feelings towards products and services. Such factors 
are antecedents of experience, and often have a direct correlation with customer 
satisfaction and loyalty. 
Factors Affecting Customer Satisfaction 
The intentions of the customers of banks are to buy the products and services. 
 
Such intentions hinge on their subjective standards/norms as well as their perceived 
behavioral controls. These comprise of the attitudes the customer has towards the product 
or service. The buying intentions also depend on the kind of product or service which 
falls within the cultural norm and believes of the customers (Saleki, Seyedsaleki & 
Rahimi, 2012). According to Su (2012), a collection of the needs of the customers’ lights 
up the attitudes they develop towards the product or service that eventually lead to the 
purchasing decisions. The purchasing decisions depend on the attitudes, norms, and the 
difficulty of the purchasing behavior (Saleki et al., 2012). The customers, therefore, 
possess their preconceived expectations they require from a product or service. The 
understanding and realization of such expectations will help to design products and 
services to suit the needs of the customer. 
Hafeez and Muhammad (2012) stressed the value of customers by bearing in 
mind customers are valuable assets for any organization and that if customers are 
satisfied then the success of the company is realizable. According to Chavan and Ahmad 
(2013), customer satisfaction is a transaction-specific attribute, dependent on several 
different factors. The physical location and hours of operations are the least significant 
components of the customer satisfaction dimension. This report was in contrast with that 
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of Kaissi, Charland, and Chandio (2013), who reported that the physical location is of 
much importance to the satisfaction and loyalty of the customer. Furthermore, the age of 
the customers, as well as the length of time with the institution, is an influential factor 
that affects customer satisfaction. 
Another notable factor influencing customer satisfaction in the empirical works is 
the rolling of loyalty programs by the banks. Alolayyan, Ali, & Idris (2012) addressed 
operational flexibility that would lead organizational employees to incorporate customer 
needs in the regular operational activities. In the context of a bank, such flexibility makes 
customers who patronize the bank to remain loyal to the organization.  Consequently, the 
prices of the products and services have insignificant influence on the purchasing 
decisions of the customers. In support of the above discussion, Golder, Mitra, and 
Moorman (2012) argued that prices of products and services are not the primary factor 
influencing customers’ purchasing decisions. When the customers of the banks are loyal, 
by accepting and subscribing to the loyalty programs of the firms, they tend to develop 
some affinity to the product and services as well as the bank. Prices of the product, 
however, become a secondary factor in deciding to purchase and consume a particular 
product or service. Based on this the managers of the banks can employ more ingenious 
loyalty programs that can help to attract customers and retain customers. 
According to Kumasey (2014), meeting the needs of the customers is critical to 
improving the levels of satisfaction of the customer and increasing sales. Managers of a 
firm could maximize and attain sustainable growth by developing and executing policies 
that meet the overall needs of the customers. Understanding the factors that result in 
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higher levels of customer satisfactions is a valuable tool for the management of firms. 
Kumasey (2014) argued that the most important factor that influenced the levels of 
customer satisfaction was the service quality. 
Choudhury (2014) and Timothy (2012) have revealed and offered the evidence 
that the perception of the service quality affects customers’ behavioural intentions 
positively. Service quality positively correlates with customer satisfaction as well as with 
retail customers’ behavioral intentions. Service quality is, therefore, an important driving 
force for organizational performance (Alolayyan, Ali, & Idris, 2012; Chzran, 2012; 
Kumasey, 2014). Golder et al. (2012) also expressed the belief arising from research 
findings that the provision of high quality of services and products will help the 
organization to gain greater customer satisfactions and thereby increase sales. 
Depending solely on service quality dimension is not sufficient for the managers 
of firms to increase the levels of customer satisfaction. Additionally, the discussions and 
empirical studies in the literature provide scanty result of the factors that influence the 
satisfactions of the customers. The factors, therefore, affecting customer satisfaction are 
industry and regionally specific. The factors may not be static and may vary from time to 
time. Managers are required to research continually and identify the factors that influence 
the satisfaction of their customers and design better strategies for the growth of the firm. 
Other factors such as value often lead to developing a better quality of service and gain 
higher customer satisfaction (Chrzan, 2012; Fox & Royle, 2014). Researchers and 
managers must examine strategic parameters to raise the effectiveness of customer 





Bank leaders should always focus on building customer loyalty by offering 
quality products and services and by treating customers well for better and greater 
customer satisfaction. For that reason, bank leaders should offer loyalty programs to 
retain customers because loyalty programs help in developing strong relationships with 
all the clients that might influence the success of banks. The satisfaction of the customer 
is the essence of success in this modern day competitive business environment. Different 
studies (Hossan, 2012; Mistry, 2013) have reported on the factors that might affect 
customer satisfaction on commercial banking. Mistry (2013) reports that the customers of 
the banks always give high importance to reliability dimension. In such reliability 
dimensions, the customers mostly focus on the ways the banks will fulfil promises and 
their attitude towards work. Mistry (2013) further expressed that the customer gives 
second importance to how the bank responds to issues. These included several criteria 
such as promptness in giving service, willingness to help customers among others. 
According to Hossan (2012), the success and sustainability of the banking, 
industry hinges on factors such as accountability, quality service, and changes in 
technology. At times, the most powerful organization might be less profitable. 
Consequently, Karim and Chowdhury (2014) however posit that profit is just one 
achievement of a firm. In this vein, firms, mostly banks, should concentrate on the 
customers and the quality of service received and not the shareholders. At the long run, 
the satisfaction of the customer will affect the overall performance of the firm. In the 
present way of doing business, keeping old customers and attracting new ones are 
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necessary to thrive in the market. The quality of service in the past has been used as a 
measure for tangible products only, and this was because of the inferiority of the service 
sector in the economy. In recent times, there has been an increasing importance of service 
sector in most economies, which has seen the measurement of service quality to be of 
interest to researchers. Karim and Chowdhury (2014) confirmed that the quality of 
service is not only a vital factor of customer satisfaction in manufacturing industries but 
also in service firms today that is developing. 
According to Timothy (2012), one of the major factors that influence the 
customer satisfaction is the quality of service. Firms can compare past and present 
seasons through the measurement of service quality to identify quality-related issues, and 
to establish clear quality delivery standards. Hossan (2012) attested that the high service 
quality would improve customer satisfaction, give a firm an edge in the market share, and 
attract profit. 
Choy, Lam, and Lee (2012) conducted a study to develop a framework to explain 
the relationship between service quality, customer satisfaction, and behavioral intentions. 
Customer service quality is either technical or functional. Technical qualities are tangible 
but functional are emotion driven. The conceptual framework proposed in the study took 
into account factors such as service quality, customer satisfaction, and behavioral 
intentions. Choy et al. (2012) identified a significant association between service quality, 
customer satisfaction, and behavioral intentions. Choy et al. (2012) proposed that the 
underlining variables require a strategy that ensures that each variable is measurable 
adequately to have a positive influence on the others. 
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Service quality is a means to know customer’s needs, meet their expectations, and 
satisfy them by fulfilling their requirements, especially critical conditions. Customer 
satisfaction is linear in the relationship between satisfaction and quality. The proposed 
satisfaction results from a good performance in a particular quality element, and 
dissatisfaction arising from the reverse situation.  Choy et al. (2012) proposed that not all 
quality factors exert the same effect on customer satisfaction. Customers take some 
quality elements for granted. Therefore, fulfilment would not increase customer 
satisfaction. Customer satisfaction could greatly improve for some other elements, even 
when the performance of the service for other elements is poor. 
Transition 
 
The review of the literature on customer satisfaction revealed the significant 
impact on the banking industry globally and Ghana in particular. The competitive nature 
of the Ghanaian banking environment requires bank leaders to put in strategic measures 
to stay ahead of the competition. Research to ascertain the strategic tools necessary to 
achieve customer satisfaction might be a guiding tool for bank leadership decisions. The 
purpose of the study was to understand the strategies bank leaders use to increase 
customer satisfaction. The findings can be used by bank leaders to develop strategies that 
will enhance the customer experience. When customer satisfaction improves, purchases 
can increase leading to profitability. The focus to understand the customer need and 
demands can create a better relationship. 
Section 2 will include my role as the researcher along with the methodology for 
this study. Other contents will include the research design, ethical considerations, and the 
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research population. Sampling methods, participants, data collection, organization, and 
analysis will constitute other parts of the section. A review of dependability, credibility, 
confirmability and transferability will form the last portion of this section to meet the 
need for internal and external acceptability of the study. 
At the end of the investigation, Section 3 will include the research findings, 
recommendations for action, recommendation for further research, implications for social 
change, and application to professional practice. 
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Section 2: The Project 
 
I provide detailed description of my research process and design in Section 2. The 
components of Section 2 include: (a) the restatement of the purpose statement, (b) the 
role of the researcher, (c) the participants, (d) the research method and design, (e) the 
population and sampling, (f) ethical research, (g) data collection instruments and 
techniques, (h) data organization techniques and, (i) validity and reliability of the study. I 
used the qualitative multiple case study design to understand the strategies bank leaders 
used to increase customer satisfaction. Relationship marketing was the conceptual 
framework underpinning the study. The results of the study might lead to improvement of 
the satisfaction levels of bank customers and lead to a profitable business that provides 
support to the communities within which banks operate. 
Purpose Statement 
 
The purpose of this qualitative multiple case study was to explore strategies that 
banking industry business leaders in Accra, Ghana use to increase customer satisfaction. 
The target population was bank leaders of three banks in the Accra geographical area of 
Ghana. The results of the study might lead to improved business performance, and could 
lead to increased profitability and market share. Acheampong and Asamoah (2013) 
posited a positive relationship exists between customer satisfaction, customer loyalty, and 
profitability. When banks implement quality service programs, the banks become 
profitable; more opportunities will occur to give back to society through corporate social 
responsibility activities. The social change outcomes of this study might include support 
for the communities where the banks operate, through extension of credit leading to 
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improved lives. When lives are improved, the communities can do more business with 
the banks and the banks can continue to support the communities, leading to a ripple 
effect of positive social change. 
Role of the Researcher 
 
My role as the researcher in this qualitative study was to collect data through face 
 
–to-face interviews to explore the strategies business leaders in the banking industry in 
Accra, Ghana use to increase customer satisfaction. According to Kornhaber, de Jong, 
and McLean (2015), a qualitative researcher’s role includes data collection, data analysis, 
and data interpretation to make meaning of a phenomenon. As the researcher, I planned 
the data collection process effectively to ensure credibility and transferability of the 
research. Collins and Cooper (2014) posited that an effective data collection process 
ensures the credibility of the study. The participants of the study included six banking 
leaders of three selected banks. I am a banker by profession with over 20 years of 
experience. I ensured my personal views did not influence the data collection process by 
allowing participants to express their views without coercion. 
I provided participants with consent forms that provided details of the risk 
associated with their participation and the steps to mitigate the risk to ensure the benefits 
of the research outweigh the risk. I stayed independent of the participants and ensured 
there was no bias and ethical issues to conform to the Belmont Report protocol. The 
Belmont Report provides a framework and principles to guide research involving human 
subjects (National Institute of Health, 2014). I adhered to the guidelines and ethical 
principles of the Belmont report outlined as (a) respect for persons, (b) beneficence, and 
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(c) justice. The researcher is the primary instrument of the data collection and must act 
independently of the participants to avoid bias and subjectivity (Marshall & Rossman, 
2016). 
In performing the data collection task, I followed the interview protocol (See 
Appendix C) to collect rich data from participants. I observed all the principles of the 
interview protocol by protecting and respecting identities and privacy of the participants. 
I used open-ended semistructured interview questions and archival data to ensure data 
triangulation and gain the information needed for the data analysis. The interview 
protocol allows participants to share their perception and experience of the phenomenon 
(Johnson & Bibbo, 2014). According to Rubin and Rubin (2012), using open-ended 
questions allows a focus on the research topic. 
Participants 
 
The study participants in this multiple case study included six banking leaders 
who were involved in the design and execution of customer satisfaction strategies. 
Establishing criteria for research participants guarantees credibility in research (Whiting, 
Kendall, & Wills, 2013). Consequently, only banking industry business leaders qualified 
to participate to answer the research question of the study. He, Carini, Sim, and Weng, 
(2015) argued that eligibility of participants is specific to the type of study. 
I searched the internet and identified three award-winning banks from the Ghana 
Banking industry yearly awards. I sent letters to the human resource departments of the 
identified banks to confirm participation. The human resource managers of the three 
banks provided letters of cooperation (see Appendix F) to confirm participation. Public 
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databases are effective for accessing participants (Nanda & Rhodes-Kropf, 2013). I again 
contacted the human resource departments of the participating banks via email to provide 
contact details of leaders involved in the design and execution of customer satisfaction 
strategies to participate in the study. When I received details of potential participants, I 
contacted them via phone and sent consent forms (see Appendix B) via email to ensure to 
conform to ethical standards. I established successful working relationships with the 
prospective participants via email exchanges. Khanin and Mahto (2013) recommended 
email exchanges for the process of recruiting participants for studies. Guta, Nixon, and 
Wilson (2013) also recommended that a commitment to building a successful relationship 
with research participants enhance ethical standards. 
Once communication lines opened, mutual exchanges commenced and the 
prospective participants learnt as much as possible about the study. Some of the 
participants signed and dated the consent forms and sent them back to me via email while 
others responded via email with the words “I Consent” to signify acceptance of the terms 
of the research. I contacted the participants again via phone and email to schedule the 
interview sections. Drew (2014) recommended the use of telephone and email to engage 
participants. Using multiple sources of communication can ensure efficiency. I informed 
participants of their rights and protection. I also informed participants of the voluntary 
nature of the study and their right to withdraw anytime. I conducted interviews at 
locations selected by participants that were convenient and comfortable. I sorted 
permission from the participants to record our interaction using an audio recorder. The 
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data is kept on a password protected flash drive accessible to only me to ensure the 
privacy of participants. 
Research Method and Design 
Research Method 
The three methods for conducting scholarly research are quantitative, qualitative, 
and mixed methods.  I selected the qualitative method to explore the strategies banking 
industry leaders use to increase customer satisfaction. The qualitative method is 
appropriate to understand, how, who, and what of phenomena (Carroll & Rosa, 2016). 
According to Kriyantono (2012), the qualitative study involves an in-depth understanding 
of the participants’ experiences and perception of a phenomenon. Business leaders in the 
banking industry provided an in–depth understanding of their experiences about the 
strategies used to increase customer satisfaction. Qualitative research allows the 
participants to provide different perspectives of the phenomenon under study (Sargeant, 
2012). 
The quantitative method involves seeking the relationship between variables 
(Rubin & Rubin, 2012). The quantitative research method requires a controlled 
environment and random selection of participants to avoid the influence of external 
variables (Sargeant, 2012). The selection of participants in this study was purposeful, and 
therefore the quantitative method was not appropriate. Quantitative research is 
appropriate for examining relationships and numerically analyzing statistical data (Guta, 
2013). I did not intend to examine relationships or test hypotheses in this study. 
Therefore, the quantitative method was not appropriate. 
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The mixed method approach is a combination of quantitative and qualitative 
methods (Kelemen & Rumens, 2012). The mixed method approach was not suitable for 
this study because the purpose did not require the combination of quantitative and 
qualitative approach to understand the strategies business leaders in the banking industry 
use to increase customer satisfaction. Although Parker (2014) posited the combination of 
quantitative and qualitative method in a research could enhance validity of research 
findings, I did not adopt the mixed method due to cost and time constraints. 
Research Design 
 
Within the qualitative methodology, possible designs exist that could have served 
as the methodology of the research. Some qualitative designs are ethnography, 
descriptive, phenomenology, and case study (Yin, 2014). I selected the case study design 
to understand a phenomenon in its real life context. De Massis and Kotlar (2014) posited 
that case study design allows researchers to analyze a phenomenon in real life context. 
Six bank leaders in Accra Ghana had the opportunity to share the strategies used to 
increase customer satisfaction. 
Case study design could be multiple or single case study. Multiple case study 
allows researchers to narrow down the base of the study to capture as much experiential 
data as possible from research participants (Yin, 2014). I selected the multiple case study 
design for the study. The design was appropriate to explore the case of bank leaders who 
had executed customer satisfaction strategies in the respective banks. The multiple case 
study design was suitable for the study because the objective of the study was to seek an 
in-depth understanding of the experiences of the business leaders of three banks in Accra, 
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Ghana about customer satisfaction. Participants recruited for case study research have in- 
depth knowledge of the phenomena under study (Radley & Chamberlain, 2012). The 
design was also appropriate because of the objective to understand the problem from a 
human perspective. 
According to Galvin (2015), saturation is the state of the repetitive emergence of 
same responses or themes from participant interviews. Galvin (2015) and Robinson 
(2014) revealed that some researchers had achieved data saturation after interviewing 
only three participants. In some instances, other researchers have interviewed up to 16 
participants before attaining data saturation. I collected data from participants until no 
new information emerged. Additionally, I used methodological triangulation to enhance 
saturation. Fusch & Ness (2015) postulated a connection between triangulation and data 
saturation. 
The phenomenological design involves extensive data collection (Yin, 2014) and 
because of time and cost constraints, it was not suitable for the proposed study. I did not 
select narrative design because I did not use a collection of individual experiences to tell 
a story. According to Petty, Thomson and Stew (2012) narrative design involves story 
telling of the participants. The ethnographic design involves close observation of the 
social and cultural behaviors of a group of people over a period of time (Liberati et al, 
2015). Ethnographic was also not appropriate for this study. 
Population and Sampling 
 
Population for this study consisted of banking leaders of three commercial banks 
in Accra, Ghana. In aligning the population with the research question, leaders of banks 
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in the Accra, Ghana area qualified to participate in the study. A researcher should target 
only participants who possess the knowledge and expertise necessary for answering the 
research question (Williams, Burton, & Rycroft-Malone, 2013). I used purposeful 
sampling to select participants for the study. Purposeful sampling is a non-probabilistic 
procedure to determine and access individuals with the prospect of possessing enough 
knowledge and experience to contribute to knowledge in a specific research topic area 
(Yin, 2014). 
Purposeful sampling is good for qualitative studies whenever a researcher desires 
to access participants whose knowledge in the topic area might be the best (Elo et al., 
2014). Purposeful sampling was appropriate in this study because business leaders with a 
level of experience in implementing customer satisfaction within the banking industry 
were capable of providing reliable information. A random selection method did not apply 
to this study because of the need to ensure that the participants had the appropriate level 
of experience, and provided solutions in the topic area of the study. Petty et al. (2012) 
contended that purposeful sampling would serve researchers who desire deep grounding 
in an investigative activity. Weaknesses in the sampling method might exist in the 
uncertainty that every participant would possess intrinsic qualifiers specific to the 
research study (Elo et al., 2014). 
I interviewed six business leaders in the banking industry to capture rich data to 
answer the research question. According to Molenberghs et al. (2014), a small number of 
participants are acceptable in case study design. A small sample size can produce richer 
meaning of participants experience (Jenkins & Price, 2014). I used data collected from 
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six participants, member checking, and documents from the banks’ websites to achieve 
triangulation. In the context of the study, six participants constituted the target, I reached 
saturation by using follow up questions, and triangulation until no new information 
emerged. 
The criteria for selecting participants included a leadership position with a 
commercial bank in Accra, Ghana with a record of executing customer satisfaction 
strategies. Interview setting was within the facilities of a commercial bank. Suddaby, 
Bruton, and Si (2015) emphasized the need for an appropriate environment and 
atmosphere when executing research that embodies complex interactions such as 
qualitative studies. I conducted face-to-face interviews at selected locations that were 
convenient and comfortable for the participants. The locations were quiet and serene 
devoid of any distractions. According to Yin (2014), interview settings should be 
conducive and devoid of distractions. 
Ethical Research 
 
Informed consent is critical to the acceptability of research studies. Therefore, 
ethical and legal regulations mandate researchers to ensure that participant privacy 
remains intact (Atwater, Mumford, Schriesheim, & Yammarino, 2014). To implement 
ethical standards, I obtained approval from the Walden University Institutional Review 
Board (IRB) before engaging participants for data collection. The IRB approval number 
for this study was 05-16-17-0424539, and it expires on May 15
th
, 2018. IRB approval is 
 
to ensure adequate protection of participants. Participants signed the consent form (see 
Appendix B) to make sure they understand the ramifications of the study before 
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committing to participate.  I ensured participants understood the consent and withdrawal 
process. 
Participants must understand their rights to withdraw without any repercussions. 
Therefore, a participant in this study could withdraw by indicating the desire.  The 
withdrawing participant could send an email to express the desire to withdraw. 
Participants were not entitled to any incentives. The purpose of the investigation was to 
seek the knowledge of banking leaders with experience in executing customer 
satisfaction strategies to answer the research question for this study. Therefore, 
participant contributions constituted a contribution to the body of knowledge in the study 
area. The consent letter indicated the non- monetary nature of the study. The security of 
participants and their companies was of utmost importance.  Researchers ensure 
participant security through keeping all participant information confidential (Atwater et 
al., 2014). Consequently, I ensured the security of participants by keeping details of 
participants confidential by storing the data on a password-protected drive. 
All data is kept in a safe place within a filing cabinet, under lock and key, with an 
access code available only to me for 5 years before destruction. To ensure participant 
security, the anonymity of research subjects remains a necessity (Gerdtz et al., 2013). 
Gerdtz et al. (2013) followed ethical protection guidelines by ensuring all participants 
provided written consent to data collection.  Gerdtz et al. (2013) enforced participant 
anonymity by replacing names with a code. The ethical considerations of the study 
followed the guidelines of Gerdtz et al. (2013). I removed the identity of all participants 
and substituted names with Participant 1, 2, 3, 4, 5, and 6. 
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Data Collection Instruments 
 
Data collection occurs in different ways. Furthermore, variations exist when 
researchers use quantitative or qualitative methods in their studies. According to Sànchez-
Algarra and Anguera (2013), researchers seeking knowledge within complex environments 
would find data collection methods that are qualitative in nature helpful. I served as the 
primary data collection instrument for this study. I collected data using archival documents 
and interviews with leaders in the banking industry in Accra, Ghana. Multiple sources of 
information increase credibility through triangulation (Marshall & Rossman, 2016). Flick, 
Garms-Homolová, Herrmann, Kuck, and Röhnsch (2012) recommend the use of multiple 
sources of data to aid triangulation. 
In performing the data collection task, I followed the interview protocol (see 
Appendix C) to collect rich data from the participants. I observed all the principles of the 
interview protocol by protecting and respecting the identities, and privacy of the 
participants. Following the interview, protocol leads to focus on the research process and 
topic (Yin, 2014). I used semistructured interview with open-ended questions and 
archival data to ensure data triangulation and gain the information needed for the data 
analysis.  Interviews allow participants to share their perception and experience of the 
phenomenon (Johnson & Bibbo, 2014). According to Rubin and Rubin (2012), using 
open-ended questions allows a focus on the research topic. I used open ended questions 
to administer the interviews. Open ended questions served as the means to administer the 
interview questions (see Appendix A) to dig deeper with follow-up questions. Case study 
designs provide a deeper understanding of phenomena through semistructured interviews 
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as demonstrated by (Dubocage and Galindo, 2014). Rubin and Rubin (2012) argued that 
open ended interview questions will allow a focus on a research topic appropriately with 
a view of capturing as much of the ramifications of the strategies and solutions. 
Banking leaders from three banks in Accra, Ghana provided an understanding of 
the strategy they used to increase customer satisfaction. Open-ended interview questions 
support an in-depth data collection. The process of administering the questions followed 
a protocol (see Appendix C) to enable a sequential activity. The purpose of the interviews 
was to explore the strategies banking leaders in Accra, Ghana use to increase customer 
satisfaction. 
To ensure reliability and validity of the data collection process, I adopted the 
member checking technique. According to Petty et al. (2012), member checking is an 
avenue for ensuring objectivity in the process of a study. The process occurs when a 
researcher approaches participants to verify the accuracy of the researcher’s 
interpretations of interview content. Member checking process provides a relief for 
participants because of the opportunity to validate the contributions to the research 
(Harper & Cole, 2012). 
I used an audio tape recorder to record all the responses from the participants. I 
transcribed each participant’s responses from the audio recording, and approached the 
participants to verify the interpretation of the data. When participants lend a verification 
support to a study during member checking, the researcher invariably becomes neutral, 
and validity of the study becomes unquestionable (Petty et al., 2012). Furthermore, 
Erlingsson and Brysiewicz (2013) used member checking to ensure readers would trust 
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the data in their study as valid. I ensured the validity of the data collection process hinged 
on an effective use of member checking.  Member checking is a verification activity to 
ascertain the accuracy of data emerging from participant interviews (Harper & Cole, 
2012). 
Data Collection Technique 
 
Multiple data sources support researchers in triangulation; corroboration 
consequently becomes practicable (Flick, et al., 2012). Sources of data collection for case 
study can include document review, interviews, archival records, and observations (Yin, 
2012). Data collection techniques for this study were face-to-face interviews and 
document reviews from the websites of the participating bank. Using two or more 
avenues to collect data contributes to data strength (Yin, 2013). I adopted member 
checking technique by going back to the participants to verify the interpretation of the 
data. Member checking ensures objectivity of the study (Petty et al., 2012). 
The data collection techniques for this multiple case study were semistructured 
interviews, review of documents from archival records. Multiple techniques of data 
collection establish an audit trail that simultaneously improves the dependability and the 
confirmability of a study (Erlingsson & Brysiewicz, 2013). Erlingsson and Brysiewicz 
(2013) stressed the importance of multiple techniques. Wilson (2014) gave instances such 
as interviews and field notes as effective ways for mining valuable data through 
participant responses. I conducted face-to-face interviews of six banking leaders of three 
banks in Accra Ghana at a place convenient and comfortable for the participants. All 
participants signed a consent form ahead of the interviews. 
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Ramthun and Matkin (2014) used semistructured interviews with subject matter 
experts to gain unique perceptions and interpretations to understand the dynamics of 
leadership in stressful situations. Participant interviews are direct access avenues to 
collect first-hand data from individuals who possess knowledge and experience (Yin, 
2014). Lervik-Olsen, Witell and Gustafsson (2014) used semistructured interviews with 
managers to understand the variations in the use of customer satisfaction measurement 
systems in a service firm. The semistructured interview technique allows investigators to 
stay within the research question (Rubin &Rubin, 2012). The interview activity involved 
an execution of the steps in the interview protocol (see Appendix C). 
The advantages of face-to-face interviews include participants’ ability to 
articulate their expertise in the topic of the study (Yin, 2014) and opportunities for 
interviewer and interviewee to interact. Non-verbal cues help to reveal aspects otherwise 
negligible. An interviewer can capture gaps in an interviewee’s responses and think of 
follow-up questions (Doody & Noonan, 2013). The human involvement in interviews 
allows all parties to the research develop confidence in the study. Consequently, the 
validity of the study becomes unquestionable because the data are emerging from the 
interaction to remove doubts and entrench acceptability (Doody & Noonan, 2013). 
The disadvantages of face-to-face interviews consist in the possibility that a 
participant might be less knowledgeable than the researcher (Yin, 2014). Face-to-face 
interviews could consume more time than a reviewer initially envisages. The 




Accuracy must remain critical throughout the data collection process to ensure 
data validity. To achieve validity, participants must have the opportunity to confirm the 
accuracy of data after they have provided answers to interview questions. Member 
checking constitutes an avenue for confirming a researcher’s interpretation of a 
participant’s responses (Jennings, Edwards, Jennings, & Delbridge, 2015). Therefore, 
member checking served in confirming research interpretation of all answers each 
participant provided. 
Data Organization Technique 
 
In organizing data, participant personal data must remain secure and private. 
Therefore, the first step to secure data was to create storage for data using a password to 
secure any folders that contained privacy-related data. Securing data will avoid any 
violation of the contents. According to Yin (2014), appropriate space accommodation for 
data is critical to the success of data handling. In other words, data should be available 
whenever the researcher needs them. If data are in files or storage spaces that do not 
follow strict organization, a researcher might encounter difficulties accessing exact pieces 
of the data for various aspects of the research investigation and analysis. Consequently, 
in organizing the data I ensured proper labelling as participants 1, 2, 3, 4, 5 and 6. Data 
organization must involve indexing, inspection-ready folders, readable labels, and other 
contingency strategies that are specific to the needs of the investigation (O’Reilly & 




Executing the data organization strategy can involve the use of Microsoft Excel 
spreadsheet for logging reflections, cataloging, storing emerging understandings, and any 
other antecedents (Feldman & Lowe, 2015). I created an excel spreadsheet to log 
reflections and stored in a password protected flash drive and computer to maintain and 
update the data. I then imported all relevant data to the Nvivo software for coding and 
exploring of themes.  I have stored the data in separate locations to ensure data 
preservation. I will keep the data for 5 years before destroying. 
Data Analysis 
 
Qualitative data analysis involves the establishment of a relationship between 
categories and themes of data resulting in an increased understanding of the phenomenon 
(Hilal & Alabri, 2013). The data analysis process is used to reveal key themes from the 
data collection process (Houghton, Casey, Shaw, & Murphy, 2012). I used 
methodological triangulation in the proposed study. Tuncel and Bahtiyar (2015) 
confirmed the usefulness of methodological triangulation in achieving reliability and 
validity for a study. The use of methodological triangulation serves well when a 
researcher confirms the most suitable way to capture participant contributions, especially 
in the context of the purpose of the study (Ruiz-Lòpez et al., 2015). I used data from the 
interviews, member checking and document review to ensure triangulation. 
The deployment of site visits, archival data reviews, and face-to-face interview 
served Tuan (2012) as methodological triangulation. The combination of archival 
document reviews and interviewer-interviewee interactions served Feldman and Lowe 
(2015) as methodological triangulation. I followed the logical and sequential data 
69  
 
analysis process as proposed by Clarke and Nwosu (2013) as follows: (a) writing down 
the answers, (b) ensure member checking through accurate representation of the thoughts 
and intentions of interviewees, (c) compiling responses into groups, (d) eliminate any 
pieces of information that are not in alignment with the purpose of the study (e) coding 
themes using the Nvivo software (f) coding emerging themes (g) matching participants 
responses with themes in the literature review and conceptual framework (h) creating 
labels for data for ease of reference (i) rechecking to ensure accuracy (j) ensure responses 
are in alignment with the critical elements in the conceptual framework, and (k) creating 
textural identification to mirror participants’ experience. 
I transcribed the data and returned to the participants to validate the interpretation 
of the data. When participants confirmed the data, I used the participant data, and 
documents from policies and procedures of the participating banks for the data analysis. 
Erlingsson and Brysiewicz (2013) stressed the importance of multiple sources of data to 
ensure triangulation. I logged the data on an excel sheet and identified recurring words, 
expressions and phrases and assigned with codes. The coding process was essential to 
manage the data into smaller groups. I further identified relations between the codes and 
categorized into themes. I uploaded the data into the Nvivo 11 software to manage, 
organize, and further analyse the data according to the recurring words, expressions and 
emerging themes. Three main themes emerged from the coding and analysis process: 
customer centricity, customer relationship management, and service quality standards. I 




Bernard (2013) stated that categorization and description of pieces of data must 
form part of research data analyses procedure. I implemented coding using the software 
as a critical component in the data analysis. Using the software supported the analysis 
technique in developing data categories. The coding method is a qualitative research 
approach for categorizing and describing existent themes and themes emerging from data 
(Bernard, 2013). 
Veldman et al. (2014) addressed the criticality of relationship marketing in the 
literature review. Yin et al., (2013) revealed the theme of product and service 
consumption from emotional intelligence as well as the theme of real customer 
experience. Uppal and Junneja (2012) addressed the theme of customer feedback. 
Scholarly works revealed themes that defy enumeration. The matching process of 
existing and emerging themes will reveal participants worldview of the phenomenon. The 
matching activity will occur during data analysis. 
Reliability and Validity 
 
Reliability is a state of recognition about a piece of research showing that readers 
should trust the work as acceptable and scholarly (Erlingsson & Brysiewicz, 2013). When 
research users express trust in an investigation, the work gains the confidence of scholars. 
Researchers take conscientious steps to bring their research studies to the state of reader 
acceptance. The elements that contribute to research acceptability matter to all scholarly 
investigators. Therefore, steps to research reliability and validity are critical to the 
recognition of any piece of research. Quality attributes are necessary for building a 
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framework of research rigor that leads to the trustworthiness of the study (Petty et al., 
2012). Furthermore, a study is trustworthy when readers have confidence in the research. 
Participants answered interview questions and confirmed the transcribed data 
though the member checking round. Member checking provide the opportunity for 
participants to confirm their thoughts and provide additional insight if required (Singh, 
Corner, & Pavlovich, 2015). Reliability and validity in qualitative research manifest the 
articulation of dependability, creditability, confirmability, and transferability components 
(Noble & Smith, 2015). 
Dependability 
 
Dependability is the outcome of a quality process in which a researcher evaluates 
every step in the research process with reliability in mind (Petty et al., 2012). According 
to Petty et al. (2012) to achieve dependability, a researcher must institute a quality control 
and quality assurance component in the investigative process. Along with these features, 
a researcher must execute a triangulation strategy that will circumscribe the proposed 
investigation. The accuracy of the findings of the research is critical to ensure acceptance 
and utilization in the field of practice (Noble & Smith, 2015). Accuracy will be attainable 
when a researcher focuses on the dependability elements. 
Through the implementation of member checking along with the interview 
protocol, I conscientiously sought participant confirmation of interpretations and 
meanings. I ascribed to the responses the participants provided to enhance dependability. 
The participant confirmation method was repetitive for each participant as I 
conscientiously pursued steps to the reliability of the study. I ensured my personal biases 
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did not affect the process or responses, as I made efforts not to include any data outside 
participant responses. Removing bias through double checking participant responses is 
usually a way to avoid negative influences on research findings (Jennings et al., 2015). 
Creditability 
Creditability relates to the internal validity of a study by engaging with 
participants to confirm data findings. To ensure this study is internally credible, I took 
verification steps through member checking and the interview protocol to arrive at 
accurate and reportable details in the findings. I also ensured trustworthiness by 
providing all the information that are relevant. Marshall and Rossman (2016) discussed 
the need for clarity and academic credibility in admonishing researchers to take steps to 
achieve reliability and validity in their studies. Ensuring accuracy in a study captured the 
attention of Adams, Bailey, Anderson, and Thygeson (2013), and the scholars 
admonished researchers to ensure diligence in transcribing data, audio, video, 
handwritten, or otherwise. 
A researcher may personally transcribe or use third parties in the process. 
However, stringent measures are necessary for assuring data reflects provider intentions. 
Incidentally, Houghton et al. (2013) pointed to the need to implement quality audit every 
step of the investigation, which not only helps to achieve creditability but also enhances 
dependability of the study.  I transcribed the data verbatim and sent to participants for 
confirmation of interpretation of the data. When I confirmed the data as accurate, I used 
data from the interviews, member checking and archival documents for the analysis to 
ensure triangulation and credibility of the research. Flick et al. (2012) posited multiple 
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data source supports triangulation. Additionally, Houghton et al. (2013) and Yin (2014) 
confirmed that following the verification process along with deploying study protocols 
would lead to creditability. Turner, Brownstein, Cole, Karasz, and Kirchhoff (2015) 
verified transcriptions along with interviews as a measure in seeking creditability. 
Confirmability 
Confirmability is a qualitative way of ensuring objectivity in research by using 
another researcher to confirm the accuracy of findings (Tong & Dew, 2016). Through 
confirmability, a researcher proves to readers and research users the extent of objectivity 
the researcher achieved in the study. The element of confirmability is achievable through 
several means (Adams et al., 2013). A researcher could perform dual verification 
activities simultaneously to match each stage with an alternate activity. This process has a 
potential to reveal a flaw wherever it might reside in the process. I pursued confirmability 
by allowing the participants to check and recheck the transcribed data, while using 
archival documents to ensure triangulation and data accuracy. Adams et al. (2013) 
implemented confirmability by matching interviews and audio data. Dionne-Odom, 
Willis, Bakitas, Crandall, & Grace (2015) pursued confirmability through deploying an 
external party to perform a quality audit of transcription another third party carried out. 
The lesson in the confirmability processes is that every step of the investigation is 
capable of containing quality-depleting elements; therefore, a researcher should seek out 





A study is transferable when research readers and users ascribe such 
transferability to the study. Transferability is thus a qualitative research element relating 
to a study’s external validity (Tsang, 2014). According to Tsang (2014), once a 
researcher takes all necessary steps to remove bias, verify data, and secure participant 
confirmation of accuracy, the researcher may not do anymore. Only external parties 
should make a determination regarding the transferability of the study. Therefore, 
transferability is the responsibility of research users. In this study, I ensured to employ 
member checking and triangulation to achieve dependability, confirmability, and 
creditability. Based on the postulations of Houghton et al. (2013), Moon et al. (2013), 
Noble and Smith (2015) and Tsang (2014), transferability for the study is the 
responsibility of external parties. 
Transition and Summary 
 
The purpose of this qualitative multiple case study was to explore strategies that 
banking industry business leaders use to increase customer satisfaction. Customer 
satisfaction plays a critical role in the success and performance of banks because of the 
competitive nature of the industry. The second section included the methodology for the 
study. Understanding of the dimensions of customer satisfaction in the banking industry 
is a key strategy for banking leaders. Achieving the understanding depend on an effective 




Six banking industry business leaders within Accra, Ghana who had experience 
in executing customer satisfaction strategies participated in the research. The purposeful 
sampling method was the strategy I employed in reaching the participants. Ethical 
guidelines warrant protection of the privacy of the participants. To ensure ethical 
standards I received approval from the IRB before embarking on data collection. I 
adopted an effective member checking technique by ensuring study participants 
confirmed the data used for the analysis. I supported the data from the interviews with 
public information from the banks websites to ensure triangulation. Reliability and 
validity manifested in the articulation of dependability, creditability, confirmability, and 
transferability components. I employed the Nvivo qualitative research analysis software 
in keeping track of data, logs, catalogues, and themes. 
Section 3 will cover presentation of findings, application to professional practice, 
the implication for social change, recommendations for action, recommendations for 








The purpose of this qualitative multiple case study was to explore the strategies 
banking leaders in Accra, Ghana use to increase customer satisfaction. Customer 
satisfaction in the banking industry reflects the nature of the relationship between the 
customer and the bank (Sudhamani, 2016). Customer interest goes beyond good products 
or services to seamless and tailor made experiences (Simon, Van den Driest, & Wilms, 
2016). Customer centric organizations generate revenue faster than competitors who do 
not (Simon et al., 2016). The study serves as an addition to existing literature regarding 
customer satisfaction strategies in the banking industry. In this section, I present the 
findings from the inquiry and their applicability to professional practice. The section also 
includes implications for social change and recommendations for further action. 
Presentation of the Findings 
 
The overarching research question for this study was: What strategies do banking 
industry leaders use to increase customer satisfaction? To answer the research question, I 
collected data through semistructured interviews with six banking leaders. I recorded the 
interviews with an audio recorder and saved them on a password restricted computer and 
flash drive to ensure data preservation. I transcribed the data and returned to the 
participants to validate the interpretation of the data. When participants confirmed the 
data, I used the participant data, and documents from policies and procedures of the 
participating banks for the data analysis. Erlingsson and Brysiewicz (2013) stressed the 
importance of multiple sources of data to ensure triangulation. I identified recurring 
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words, expressions and phrases and assigned with codes. The coding process was 
essential to manage the data into smaller groups. I further identified relations between the 
codes and categorized into themes. I uploaded the data into the Nvivo 11 software to 
manage, organize, and further analyse the data according to the recurring words, 
expressions and emerging themes. Three main themes emerged from the coding and 
analysis process: customer centricity, customer relationship management, and service 
quality standards. I compared and matched the identified themes with the conceptual 
framework and literature. 
Emergent Theme: Customer Centricity 
 
Customer centricity involves establishing superior customer relations as the 
bedrock of all value creation processes of an organization (Hemel & Rademakers, 2016). 
The customer-centricity approach is a source of competitive advantage and value creation 
for customers (Hemel & Rademakers, 2016). A customer can differentiate a customer- 
centric business from one solely based on on products and services. Customer centricity 
is built around the customer experience and therefore, it behooves organizations to forget 
the traditional focus on products and instead create a compelling experience for the 
customer (Simon et al., 2016). 
Customer experience. All participants alluded to the fact that the current banking 
environment is changing and competitive, and requires a customer-centric approach to 
gain competitive advantage. Lemon and Verhoef (2016) indicated a primary management 
objective is to create a strong and compelling customer experience. Participant 3 stated, 
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We have one strategy to make sure customers have memorable and pleasant 
experience. When they come to our banking halls or wherever they call, our 
primary objective is that they must leave us having had a memorable and pleasant 
experience. So that is what we focus on. Everything that we do, all energies, every 
effort is devoted towards that. 
Banking products are similar. The only differentiator is the service experience customers 
receive that sets one bank apart from the other. Participants in this study indicated that 
products, processes, people, and technological platforms all work together to provide a 
rich customer experience. Participant 5 stated: 
Okay, we are taking a holistic view of everything, now if your customers are 
happy they will not move, if the products are suiting their need, they will stay, if 
your people are good with the customers they will be with you. If your processes 
are easy, they will stay with you.  These four ‘P’s I call them. Some organizations 
focus only on the technological aspect of managing the customer experience and 
do not apply a holistic approach. However, systems alone are not sufficient to 
deliver the kind of experience customers require. Taking a holistic approach to 
bring all resources together can result in rich customer experience. 
The customer journey can be complex because of the multiple channels they need to 
interact with within the bank. A focus on the customer experience creates value for the 
customer. Value means at every engagement point with business there is a satisfaction the 
customer is willing to pay for. 
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Banks exist to make profits; therefore, it is necessary for bank leaders to use all 
energies to design products and services with the customer as the focus. Banks depend on 
satisfied customers to achieve optimal performance (Andaleeb, Rashid, & Rahman, 
2016). From the results of the study, there is an indication that bank leaders are 
rethinking their strategy from producing one size fits all approach in serving customers to 
a tailor made service that creates value for the customer. 
Understanding customer needs. Participants confirm the need for business 
leaders to identify products and services that meet customer needs and requirements to 
create customer satisfaction. Banks are no longer producing products without seeking 
customer input. Customers have the opportunity to provide input in the products and 
services produced, creating customer empowerment. Participant 4 noted that: 
Previously, when we designed products for customers, we did so to suit the 
bank’s needs, rather than what customers want or need.  This has changed, as we 
want to place the customer at the forefront. One major strategy we have 
implemented is that before any product is designed and brought into the market, 
we have what we call customer focus groups or the voice of the customer. What 
we do is to invite customers in the target market for the products and listen to 
them. We get them in a room and they tell us what they want, how they expect the 
product to be, how they want it to be structured, and then based on that feedback, 
we design the product so that by the time the product comes out it is not what we 
want but what the customer has requested for. 
Customer needs change with time and therefore there is a need for bank leaders to be 
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more agile. According to Hemel and Rademakers (2016), agility plays a key role in the 
current competitive and dynamic business environments where customer needs are 
changing rapidly. Bank leaders need to be flexible and ready for change in response to 
customer changing needs. Participant 1 stated, “Customers are dynamic. What will wow 
a customer today may not wow a customer tomorrow. So, it is our duty to ensure we are 
always in constant touch with the needs of our customers.” 
Ownership. Employees play a critical role in delivering service and fostering 
relationship with customers (Jauhari, Singh, & Kumar, 2017). Employees must therefore 
set their minds to delight customers by creating memorable experiences. The participants 
indicated that ownership plays a big role in delivering excellent customer service. 
Leadership must be responsible and employees must take ownership and be responsible 
for the services they deliver to customers. Participant 4 noted, “the expectation is to have 
the frontline knowledgeable so that when a customer walks in with a complaint they are 
willing to take ownership and assist or escalate to the appropriate unit for resolution.” 
Organizations realize that committed employees are valuable assets. Committed 
employees take ownership of their actions and support the delivery of the strategic goals 
of an organization. Some of the participants however noted that although employee 
ownership is critical to the success of the organization and the quest to achieve customer 
satisfaction, it does not always happen. Some of the participants identified lack of 
ownership as a major cause of decline in customer satisfaction. Participant 1 confirmed 
and stated, “Previously there was no sense of ownership and I am therefore not surprised 
we never won any awards at the time.” Participant 2 also noted, 
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Lack of ownership in the sense that when a customer goes to a branch, staff does 
not usually give the needed attention to them, as they do not feel the responsibility 
lies on them to ensure the customer is satisfied. Branch staff mostly ends up 
transferring the customer to others. The customer then does not get the level of 
attention they require from that touch point. 
Banking leaders have seen the need to connect deeply with the customer by 
developing and building strong relationships with the customers that can lead to 
improved business performance and customer satisfaction. Satisfied customers play a role 
in the optimal performance of banks (Andaleeb et al., 2016). The most customer- centric 
bank will outperform competitors leading to increased revenue and market share. 
According to Milner and Furnham (2017), the service- profit chain concept has 
established a relationship between customer satisfaction and business performance. 
Moving away from a product-focused approach to developing valuable relationships with 
customers is a strategy that can increase customer satisfaction and retention. 
Customers are more sophisticated now than before and difficult to please. 
Technological changes in the global economy have increased the desire for customers to 
demand more from their service providers. The demand puts pressure on banks to 
innovate to provide solutions that meet customer expectations. Understanding customer 
needs is a critical part of the process to achieve customer satisfaction. 
Table 2 shows a representation of subthemes for customer- centricity. The 








Subthemes Number of Responses % of occurrence 
Customer Experience 6 100% 
 
Understanding customer needs 6 100% 
 
Ownership 5 83% 
 
 
Emergent Theme: Customer Relationship Management (CRM) 
 
Business leaders use CRM as a tool to increase customer loyalty and satisfaction 
(Mozaheb et al., 2015). Successful adoption of CRM leads to less customer defection and 
enhanced revenues (Siu, 2016). Customer relationship management involves soliciting 
feedback and developing tailor made products and services to suit customer needs. All 
participants indicated feedback is a necessary tool to shape the activities of the banks and 
increase customer satisfaction. Customer satisfaction is an indicator of how an 
organization’s products and services meet customer expectations (Milner & Furnham, 
2017). Participants in this study indicated every strategy they have adopted is geared 
towards building strong customer relationship. 
Participant 3 stated it’s all customer relationship management, it is all embedded. 
The service management is tailored, so the customer relationship management is 
tailored to the segments and depending on the segments, we define channels that 




Developing strong customer relationships is important in the current competitive banking 
environment. A customer can confirm a relationship with an organization if there is a 
sense of belonging. Participants indicated they go to every length to solicit feedback from 
customers 
Soliciting feedback. Soliciting for customer feedback is an ideal opportunity to 
engage customers to promote loyalty (Bone et al., 2017). Participants noted that without 
customer feedback, it would be difficult to know whether the strategies in place are 
working and to ascertain if customers are satisfied with products and services. An 
organization can determine customer loyalty and repurchase behavior through solicited 
feedback. Bank leaders need customer feedback to understand how well a company’s 
product or service meets customers’ expectations. Participant 4 stated 
The strategy we have also implemented is to have touch points for the customer 
so that the customer can give us immediate feedback after experiencing our 
service. This we call the customer satisfaction survey and we call the voice of the 
customer. 
Participant 5 also indicated, “Customer feedback is very important, if you do not 
incorporate the voice of your customers in what you do, you will really not be doing 
anything”. Through customer feedback, managers are able to collect valuable information 
to implement strategies to improve the customer experience and satisfaction. Bone et al. 




According to Chahal & Bala (2017), customer feedback is a tool to identify areas 
where organizations fail or succeed. Business leaders are unable to know what their 
customers are thinking until they talk to them and the study participants alluded to the 
fact that feedback is a number one strategy to get customers talking. 
Participant 3 noted we are having strategies at different fronts, getting feedback 
from them; we need to know what they are thinking, and that is why every day we 
are talking to them. Once we know what they are thinking and you can fix that 
then you can stop it. 
Participant 3 highlighted again, feedback is the key, feedback is the key and not 
just feedback but knowing what they are saying, and listening to them and feeding 
that into your decision process and fixing the issue so they do not reoccur. 
Participants attested to the fact that they use different tools to collect valuable 
information from their customers through solicited feedback and customer engagement. 
Customer engagement.  Participants indicated the need to use varied tools to 
solicit customer feedback to provide tailor made service, and to strengthen customer 
relations. A number one CRM tool adopted by the participants to engage customers was 
the Net Promoter Score (NPS). The participants indicated NPS is a tool used to manage 
the customer experience. Participant 6 said 
There are quite a number of interventions we have put in place, so for example 
first we have what we call the NPS: The Net Promoter Score is an intervention 
that tell us about how our customers feel about us and their willingness to 
recommend our bank to others. The reports are in percentages to show, which 
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customers are happy with us and will recommend us to friends and family, those 
who are willing to destroy us and those who are indifferent about our services we 
offer. So, it is a service intervention we have put in place just to know how our 
customers feel about us. 
Surveys and direct customer engagement provide valuable information bank leaders can 
use to develop tailor made solutions for customers. Participant 5 said “the industry is 
changing, you have to touch base with your customers to know what the customers want 
and give it to them otherwise they will walk away”. 
Monitoring. Monitoring is another strategic tool participants used to track 
systems and employee performance to ensure they incorporate the information they 
received from customers into their strategy. Monitoring helps to track how an 
organization is faring in the customer satisfaction agenda. According to Participant 5, 
“the key is monitoring, what gets measured gets improved, when people realize that you 
are actually watching, they will do the right thing.” Participant 3 also noted: 
So every year we monitor to know where we are. For instance last year we knew 
where we were and by the end of this year we will know where we are and then 
we will see whether there is a deterioration or level of improvement. It appears 
over the last 3 years we have seen a lot of improvement, not up to the level we 
would have wished but considerably improvement. 
All the nice strategies may be in place but if people are not held accountable, and systems 
are not checked standards may fall and lead to customer dissatisfaction. 
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Management are expected to monitor all the touch points in the value chain to 
ensure each point is delivering on the service as promised to the customer. Participant 1 
noted, 
I believe for us, not as a bank but for the industry for us to be able to consolidate 
our relationship with the customer, the various departments need to work hand in 
hand. I think the major challenge that I have seen and even in other institutions as 
well, it happens here too, some departments like to work in silos and that is a 
major challenge, you have the front end competing with the backend and the 
backend competing with the front end in terms of superiority. If the two are able 
to work hand in hand, at the end of the day, the customer will feel excited. 
Table 3 is representation of subthemes related to customer relationship 
management. The subthemes include: (a) soliciting feedback, (b) customer engagement, 
and (c) monitoring. 
Table 3 
 
Customer Relationship Management 
 
Subthemes Number of Responses % of occurrence 
Soliciting feedback 6 100% 
 
Customer Engagement 5 83% 
 





Emergent Theme: Service Quality Standards 
 
Customers determine the service quality of an organization (Prentice, 2013). The 
quality of service rendered has therefore become an important factor in doing business in 
the banking industry. Service quality is a driving force for organizational performance 
(Kumasey, 2014). Banks may lose customers if the service strategy does not include 
improvement in service quality. Bank leaders, therefore, must set high quality standards 
that can create value for the customer and lead to satisfaction and retention. 
Service quality. Organizations and banks in particular develop positive 
relationship with customers when staff delivers quality service. Oluseye, Tairat and 
Emmanuel (2014) posited excellent customer service delivery affects relationship 
building with customers. Building relationship with customers is a key strategic driver for 
customer satisfaction and retention. Organizations can adopt service quality as a 
differentiation strategy to gain competitive advantage (Choudhury, 2015). Customers 
who experience poor service delivery are likely to leave an organization. 
A review of the literature on service quality reveals a correlation with customer 
satisfaction. Yadav and Rai (2015) explored the relationship between service quality and 
customer satisfaction in the banking industry. Using a 5 point Likert scale from strongly 
agree to strongly disagree, the results revealed a positive relationship between customer 
satisfaction and service quality. Paul, Mittal, and Srivastav (2016) also examined the 
impact of service quality on customer satisfaction in private and public sector banks. Data 
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collected from 500 participants revealed variables such as product knowledge, quick 
service, and reduced queuing time had positive influence on customer satisfaction. 
The participants in this study confirmed that stringent measures were in place to 
ensure internal service quality and ultimately customer satisfaction. 
Participant 3 noted, so at the attraction point all we need to make sure is you do 
not go through stress in getting to our bank. So we work so much on turnaround 
times for that matter we put in place what we call service level commitments so as 
a case in point, we have a service level agreement to say that a customer should 
not spend more than 5 minutes to open an account. We know it is a stretched 
target but that is what we focus on. Now we do it, you can get your account 
number generated for you within 5 minutes. The other backend processes can take 
some time but once you walk into our banking hall and get to the service point 
within 5 minutes we will have your account number generated for you. 
Banking leaders are not relenting on their efforts to ensure everything they do result in 
customer satisfaction. Service quality is a differentiator as confirmed by Participant 5, 
There are many banks in the banking industry offering same products; the key 
differentiator is customer service. Now what is customer service, customer service 
goes beyond meeting what the customer requires of you. It requires that 
customer’s expectation is exceeded.  Quality customer service comes into play 
when they walk through your branches or engage with any of the channels. 
Banks must provide quality services that meet the customer expectations. Service quality 
delivery is a driver of customer satisfaction (Yuen, & Thai, 2015). Bank leaders can 
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adopt a holistic approach towards quality service delivery by encompassing all resources 
to generate the needed customer expectations. 
Employee behaviour. Participants in this study also knew the important role employees 
play in delivering service to customers, and therefore indicated there were specific 
behaviour requirements set for employees to ensure every action was geared towards 
providing quality service and improving customer satisfaction. Participant 5 stated: 
Our standards start right from when a customer walks into our branches, how we 
greet them, how we welcome them, how we interact with them. So we had the 
operating standard, we had the communication standard. It is not every word you 
can use with a customer. You can be refusing the customer something but the way 
and manner you communicate it, would not bring a bad feeling to the customer. 
How we communicate, we even prescribed our energy levels in the branches, so 
how the customer should see that you are passionate about your job. 
Staff training is critical to allow adoption of high quality standards set within the 
organizations. Staff interactions with customers results in the kind of experience 
customers enjoy (Wu, 2015). In this study participants indicated the need to set specific 
service quality standards which drives behaviour. Participant 6 stated: 
So then you have your customer service standards that should be very clear. For 
instance if a customer makes a call there are certain service standards you need to 
apply, you should pick by the 3rd ring, there are some protocols and courtesies 
that you use to receive the call.  When the customer walks into a branch, someone 
welcomes him, someone finds out what the customer wants by asking how may I 
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help you, if the customer comes to sit in before of the consultant, there is a very 
clear standard about how to handle the customer. So it is all about having clear 
customer service standards. 
Creating service standards serve as guidelines to employee behaviour. Service standards 
serve as a guide for employee training in quality service delivery. 
Employee orientation. Quality service standards can set one bank apart from the 
competition (Zameer, Tara, Kausar, & Mohsin, 2015). Employee customer orientation 
creates a positive customer perception of service quality. Setting quality standards, 
aligning employee behaviour and orientation with the strategy to achieve customer 
satisfaction is critical in the current competitive banking environment. Every decision, 
strategy and activity by management of banks must gear towards improving the overall 
satisfaction of the customer. Some participants indicated that in order to get the results 
required, certain strategies are put in place to orient the staff towards exceptional 
customer service delivery. Participant 6 noted, 
You need to monitor and measure your people’s performance. If you actually 
want to see customers very happy, and people do not see that appearing on their 
performance contracts as key performance indicators (KPI), the tendency to 
ignore that particular strategy is very high. However, once they are aware, and 
know they are going to be measured by the level of satisfaction I give to these 
customers, they will even go beyond what they are expected to do. 
Participants noted that employee orientation ensures that there is clear understanding of 
what is required and expected. Participant 5 stated, “with service, I believe when 
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expectation are set, you can go back to inspect. If people do not know what to expect 
from you, you cannot go and tell them this is what I want from you”. 
Table 4 is a representation of subthemes related to service quality standards. The 
subthemes are (a) service quality, (b) employee behaviour, and (c) employee orientation. 
Table 4 
Service Quality Standards 
 
Subthemes Number of Responses % of occurrence 
Service Quality 6 100% 
 
Employee Behaviour 6 100% 
 
Employee Orientation 4 66% 
. 
 
Relevance to Conceptual Framework 
 
The conceptual framework underpinning this study was the relationship  
marketing theory introduced by Berry in 1983. The concept of relationship marketing is 
for organizations to treat customers as individuals and provide tailor made services that 
meet their needs. Relationship marketing hinges on customer relationship management 
where organizations use different approach to collect feedback to produce tailor made 
products or service to customers. The themes that emerged from this study are a direct 
application of the relationship marketing theory where banks deepen the relationship with 
customers, through gathering feedback and using the information to provide tailor made 
solutions. The findings of the study reveal that banks are no longer depending on the 
ability to produce just products or services but the ability to establish a strong relationship 
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with the customer. Building strong relationship with the customer is the bedrock for 
satisfaction and loyalty. Gharakhani et al. (2014) posited the dynamic and competitive 
business environment requires a greater focus to build customer relationships. Siu (2016) 
also noted customer relationship management is a widely accepted business practice to 
enhance customer retention. 
Applications to Professional Practice 
 
The results of the study revealed three major strategies that bank leaders can 
adopt to achieve customer satisfaction. The strategies include: (a) customer- centricity, 
(b) customer relationship management, and (c) service quality standards. Bank leaders 
seek to gain advantage in the current competitive banking environment. Bank products 
and services are similar. The differentiator is the way a customer experiences one-bank 
service as compared to the other. Customers have a choice to decide which bank to do 
business with; it is important that bank leaders adopt strategies that can create customer 
satisfaction. 
Adopting customer- centric strategy is to have the customer at the center of the 
business. Customer- centricity can lead to faster revenue generation than the competition 
(Simon et al., 2016). Implementing customer relationship management strategy can 
create the opportunity for bank leaders to collect feedback from customers to provide 
tailor made products and services for customers. Improved technology has led to well 
informed customers therefore bank leaders need to build strong relationships to retain 
existing ones (Prasad, 2013). Customers also require not just any kind of relationship but 
demand quality relationship. 
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Leaders execute strategies to shape employee behaviour, improve operational 
efficiency leading to competitive advantage (Shin, 2014). Business leaders achieve 
competitive advantage when they meet customer’s expectations better than competitors 
do. The findings of this study might lead to increased knowledge by banking industry 
leaders about the strategies to use to achieve competitive advantage. The findings of this 
study support the theory of relationship marketing as proposed by Berry in 1983. When 
bank leaders adopt the right strategies it might lead to customer satisfaction, loyalty, 
profitability, and increase in market share. 
Implications for Social Change 
 
Banks play an important role in the economy of a country. One of the main 
functions of banks is the provision of financial support to the business community and 
individuals. Business communities depend on banks for financial support for business 
expansion and growth. Banks serve as financial intermediaries by receiving deposits from 
surplus earnings and transferring to deficit areas through credit advancement (Fatai & 
Lawal, 2016). The advancement of credit by banks serves as a boast in economic 
development (Fatai & Lawal, 2016). The service and other sectors are the main drivers of 
the economy of Ghana (Asafo, 2017). Banks also serve as channels to advance credit to 
individuals to improve their standard of living. Individuals receive loans to pursue 
education, buy personal needs such as cars, places of abode, and other general needs that 
they could not afford. Banks are also involved in corporate social responsibilities to 
support deprived communities. The important role of banks in improving the quality of 
life and standards of living makes this study important. 
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When bank leaders understand the drivers of customer satisfaction, they can adopt 
strategies that can increase satisfaction levels of customers. Saeidi et al. (2015) posited a 
positive correlation between higher levels of customer satisfaction and firms’ higher-level 
performance. When performance improves, banks can provide support through corporate 
social responsibilities and the extending of credit to improve lives. The people in the 
community can do more business with the banks if their lives are improved leading to a 
ripple effect of positive social change. This study is therefore important and the findings 
might support the banking sector’s pivotal role in the economy. 
Recommendations for Action 
 
The results of this study are applicable to any bank leader who wants to adopt 
strategies to increase customer satisfaction and improved business performance. The 
findings of the study revealed a correlation between customer satisfaction, loyalty, 
retention, and improved business performance. The recommended actions from the 
findings of the study include (a) the need for bank leaders to adopt customer- centric 
approach to service delivery, (b) the need for bank leaders to adopt a strategy to establish 
strong relationship with customers, and (c) the need to develop quality service standards. 
Bank leaders’ adoption of customer centric strategies requires a deep connection 
with customers. Simon et al, (2016) posited a positive link between customer centricity 
and exponential revenue growth. Customer centricity requires a focus on customer needs 
to provide tailor made products and services. Bank leaders are required to solicit the input 
of customers in product and service design. Customers require solutions that meet their 
needs and not just products or services created by banks. Customers focus on the 
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experience they derive from a service or product encounter. To win in the current 
competitive banking environment, there is the need to focus on the customer experience. 
A customer’s exceptional experience with a firm results in increased levels of purchase 
behaviour and referrals (Kumar & Pansari, 2016). Customers who receive pleasant and 
memorable experience will tell others and recommend the bank. In the same way, a 
customer who receives bad experience will also tell even more people and destroy the 
reputation of banks. In the advent of social media, customers have access to a wider 
platform where they can air their frustrations. 
Bank leaders need to establish relationship management strategy to create 
competitive advantage.  Establishing strong relationship management principles will 
require soliciting feedback from customers and using the feedback to improve service 
delivery. There are several CRM tools available that banks can adopt to solicit feedback. 
Managing customer feedback is as important as collecting the feedback.  Implementing 
relationship management principles can result in improved customer retention and 
enhancement of revenues. Bank leaders who are not making use of customer feedback for 
business improvement can adopt the strategies identified in this study. 
Customers demand quality service delivery to enhance their satisfaction levels 
and experience. Bank leaders need to realize customer demand for quality service is no 
longer optional. It is necessary for bank leaders to train and empower their staff to deliver 
quality service. Bank leaders should make professional service standards available for 
staff to follow. The findings of the study conforms with the postulations of (Kumasey, 
2014) that quality service delivery is a driving force for organizational performance. 
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The findings of this study are not only relevant to bank leaders in commercial 
banks but also relevant for leaders of non- bank and rural financial institutions. The 
findings are also applicable for service providers in the telecommunications industry. 
Focus on customer centricity, customer relationship management, and quality service 
delivery can be a winning strategy for the service industry in general and the financial 
service industry in particular. 
To communicate details of the findings of this study to relevant stakeholders, I 
have put in place the following strategy. Firstly, I will share a summary of the findings in 
a two-page document with the participants. Additionally, I will share the summary with 
other bank and non-bank leaders who did not participate in the research but may benefit 
from the findings of the study. Lastly, I will seek opportunity to disseminate the findings 
with service providers in other sectors and seek to publish the study in academic journals. 
Recommendations for Further Research 
 
Further recommendations for future research can include bank leaders in other 
banks. Although there over 30 banks currently in Ghana, due to time and cost 
implications I interviewed six bank leaders from only three banks. Future researchers can 
also include non-bank financial institution leaders. Other future research can also include 
service providers who are not in the financial sector to ascertain the strategies in place to 
increase customer satisfaction. Participants of this research are from the Accra 
geographical area. Future researchers can explore other regions in Ghana. 
Future researchers can explore the views of employees of their understanding of 
strategies that can improve customer satisfaction. Employing different method and design 
97  
 
might lead to different result, so new researchers can explore the quantitative or mixed 
method to examine the phenomena. The sample size for this study was small to allow 
generalization of result. Other researchers can use a larger number of participants to 
explore the phenomena. The banking industry is dynamic and customer needs do change 
over time. Strategies identified today might not be relevant in the nearest future, so 
researchers must continue to explore the understanding of customer satisfaction in 
different settings and jurisdictions. 
Reflections 
 
The selection of the topic for this study stemmed from my passion for excellent 
customer service delivery. My career involves providing service to customers. The 
understanding of the role customers play in the success of organizations compelled me to 
seek a better understanding of strategies to improve customer satisfaction. With over 20 
years experience in the banking industry, I did not allow my personal biases and 
worldview to influence the results of the study. The participants were bank leaders who 
were experienced in developing and implementing customer satisfaction strategies and 
therefore provided information needed to answer the research question. Participants 
shared their experience to provide in-depth views of customer satisfaction strategies. The 
study results are a reflection of data collected from participants and documents from the 
participating banks websites.  Insights from the findings of the study have broadened my 
horizon to share the knowledge gained with my colleagues and other service providers. 
The doctoral journey has been challenging but rewarding. I have developed 
detailed research and writing skills. I have learned the results of determination and 
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persistence in achieving any goal. The Walden DBA program has made me a better 
person than when I started. I have developed tenacity and a can-do-spirit that makes me 
confident to achieve any dream. 
Conclusion 
 
The banking industry in Ghana has seen tremendous changes in the last decade 
with increased competition. Banks survival in the current turbulent environment requires 
strategies that leaders can use to attract and retain customers. The competition has 
provided customers with options and the decision to have a relationship with one bank 
instead of the other depends on the customer experience. The extant literature has shown 
a correlation between customer satisfaction derived from the experience received and the 
repurchase behaviour leading to loyalty. Loyalty has a positive correlation to business 
performance. 
The purpose of this study was to explore the strategies bank leaders use to 
increase customer satisfaction. Six banking leaders answered semistructured interview 
questions to share their experience of customer satisfaction strategies. Data from archival 
documents supported triangulation. Three major themes emerged which includes: 
customer centricity, customer relationship management, and service quality standards. 
The emergent themes provided an understanding of strategies bank leaders use to 
increase customer satisfaction. 
In conclusion, bank leaders have to adopt strategies that will create competitive 
advantage. Customers are no longer settling for poor service delivery. Bank leaders need 
to develop customer centric strategies where the customer becomes the greatest priority 
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for the organization. All decisions must gear towards customer satisfaction. Creating a 
compelling relationship with the customer and providing tailor made solutions create 
satisfied customers. Bank leaders no longer have the prerogative to ignore customers 





Abdullah, A., & Ariokiasamy, A. (2013). Service quality and customer satisfaction in the 
cellular telecommunication service provider in Malaysia. Journal of Art, Science 
and Commerce, 1(2), 98-112. Retrieved from http://www.josa.ro 
Acheampong, I., & Asamoah, K. A. (2013). Service delivery and business growth among 
banks in Ghana using the service profit chain model. International Journal of 
Global Business, 6(2), 57-79. Retrieved from http://www.gsmi.ijgb.com 
Adams, J. A., Bailey, D. E., Jr., Anderson, R. A., & Thygeson, M. (2013). Finding your 
way through EOL challenges in the ICU using adaptive leadership behaviors: A 
qualitative descriptive case study. Intensive and Critical Care Nursing, 29, 329- 
336. doi:10.1016/j.iccn.2013.05.004 
Addo, A., & Kwarteng, K. (2012). Customer satisfaction of retail banking service: A 
study of selected private banks in Ghana. International Journal of Social Science 
Tomorrow, 1(6), 2-9. Retrieved from http://www.ijsst.com 
Agudze-Tordzro1, K., Buame, S., & Narteh, B. (2014). Customer retention strategies: A 
study of Ghanaian banks. European Journal of Business and Management, 6(15), 
31-39. Retrieved from http://www.iiste.org 
Alharthey, B. K., Rasli, A. A., & Ratyan, T. (2013). Building customer satisfaction from 
the perspective of employee satisfaction. International Journal of Academic 
Research, 5, 297-301. doi:10.7813/2075-4124.2013/5-2/B.46. 
101  
 
Ali, F., & Zhou, Y. (2013). An assessment of the perceived service quality: Comparison 
of Islamic and conventional banks at Pakistan. International Journal of 
Innovation and Business Strategy, 2, 45-58. Retrieved from http://www./ijibs 
Alolayyan, M. N., Ali, K. A. M., & Idris, F. (2012). The influence of operational 
flexibility on hospital performance results: A structural equation modeling (SEM) 
approaches. International Journal of Services and Operations Management, 13, 
478-497. doi:10.1504/ijsom.2012.050142 
Amoako, G. K. (2012). Improving customer service in the banking industry: Case of 
Ghana Commercial Bank (GCB) – Ghana. International Business Research, 
5,134-148. doi.org/10.5539/ibr.v5n4p134 
Anabila, P., & Awunyo-Vitor, D. (2013). Customer relationship management: A key to 
organizational survival and customer loyalty in Ghana’s banking 
industry. International Journal of Marketing Studies, 5, 107-117. 
doi:10.5539/ijms.v5n1p107 
Andaleeb, S. S., Rashid, M., & Rahman, Q. A. (2016). A model of customer-centric 
banking practices for corporate clients in Bangladesh. International Journal of 
Bank Marketing, 34(4), 458-475. doi:10.1108/IJBM-10-2014-0156 
Armstrong, K. (2012). Principles of marketing, (14th ed.). New Jersey: USA Pearson 
Education Inc. 
Asafo, S. S. (2017). Economic growth in Ghana: A vector error correction model 
(VECM) approach from 1970-2015. Retrieved from https://www.ssrn.com 
102  
 
Asante-Gyabaah, G., Oppong, C. N., Idun-Baidoo, N. (2014). The impact of customer 
care on product positioning: A case study of Ghana Commercial Bank Ltd – 
Kumasi, Ghana. European Journal of Business and Management, 6, 133-142. 
Retrieved from https://www.iiste.org 
Atwater, L. E., Mumford, M. D., Schriesheim, C. A., & Yammarino, F. J. (2014). 
 
Retraction of leadership articles: Causes and preventions. The Leadership 
Quarterly, 25, 1174-1180. doi:10.1016/j.leaqua.2014.10.006 
Augusto de Matos, C., Luiz Henrique, J., & de Rosa, F. (2013). Customer reactions to 
service failure and recovery in the banking industry: The influence of switching 
costs. Journal of Service Marketing, 27, 526-538. doi:10.1108/jsm01-2012-0019 
Auka, D. O., Bosire, J. N., & Matern, V. (2013). Perceived service quality and customer 
loyalty in retail banking in Kenya. British Journal of Marketing Studies, 1(3), 32- 
61. Retrieved from http://www.eajournals.com 
 
Azhar, Z., Naz, A., Gul, A., Nawaz, M. (2013). The role of TQM and BPR in executing 
quality improvement: A comparative study. European Journal of Business and 
Management, 5(1), 1-9. Retrieved from http://www.iiste.org 
Belás, J., & Gabčová, L. (2014). Reasons for satisfaction and dissatisfaction of bank 
customers. Study from Slovakia and the Czech Republic. International Journal of 
Entrepreneurial Knowledge, 1(2), 4-13. doi:10.15759/ijek/2014/v2i1/53759 
Bendassolli, P. F. (2013). Theory building in qualitative research: Reconsidering the 
problem of induction.  Forum Qualitative Sozialforschung / Forum: Qualitative 
Social Research, 14(1), 25-37. Retrieved from http://www.qualitative-research.net 
103  
 
Bernard, H. R. (2013). Social research methods: Qualitative and quantitative approaches 
 
(2nd ed.). Thousand Oaks, CA: Sage Publications, Inc. 
 
Berry L. L. (1983). Relationship marketing. Emerging perspectives on service marketing 
(eds. L. L. Berry, G. L. Shostack, G. D. Upah) (pp 25-28) Chicago: American 
Marketing Association. 
Berry, L. L. (2002). Relationship marketing of services perspectives from 1983 and 2000. 
 
Journal of Relationship Marketing, 1 (1) 1-59. doi:10.1300/J366v01n01_05 
Bilan, Y. (2013). Sustainable development of a company: Building of new level 
relationship with the consumers of XXI century. Amfiteatru Economic, 15, 687- 
701. Retrieved from http://www.amfiteatrueconomic.ase.ro 
Bone, S. A., Lemon, K. N., Voorhees, C. M., Liljenquist, K. A., Fombelle, P. W., 
Detienne, K. B., & Money, R. B. (2017). Mere measurement plus: How 
solicitation of open-ended positive feedback influences customer purchase 
behaviour. Journal of Marketing Research, 54, 156-170. doi: 
10.1509/jmr.14.0232 
Bowden, J. L., Gabbott, M., & Naumann, K. (2015). Service relationships and the 
customer disengagement–engagement conundrum. Journal of Marketing 
Management, 31, 774-806. doi: 10.1080/0267257X.2014.983143 
Campos, H., de la Parra, J., & Parellad, F. (2012). The entrepreneurial orientation 
dominant logic-performance relationship in new ventures: An exploratory 




Capgemini & Efma. (2015). World retail banking report. Retrieved from 
http://www.worldbankingreport.com 
Carroll, S. M., & Rosa, K. C. (2016). Role and image of nursing in children's literature: A 
qualitative media analysis. Journal of Pediatric Nursing, 31, 141-151. 
doi:10.1016/j.pedn.2015.09.009 
Chahal, H., & Bala, R. (2017). Role of customer retention equity in creating and 
developing brand value. Journal of Relationship Marketing, 16, 119-142. 
doi:10.1080/15332667.2016.1242397 
Chavan, J., Ahmad, F. (2013). Factors affecting on customer satisfaction in retail 
banking: An empirical study. International Journal of Business and Management 
Invention, 2(1), 55-62. Retrieved from http://www.ijbmi.org 
Choudhury, K. (2013). Service quality and customers´ purchase intentions: An empirical 
study of the Indian banking sector. International Journal of Bank Marketing, 31, 
529-543. doi:10.1108/ijbm-02-2013-0009 
Choudhury, K.  (2014). Service quality and word of mouth: A study of the banking 
sector. International Journal of Bank Marketing, 32, 612-627. doi:10.1108/ijbm- 
12-2012-0122 
Choudhury, K. (2015). Service quality and customers’ behavioral intentions: Class and 
mass banking and implications for the consumer and society. Asia Pacific Journal 
of Marketing and Logistics, 27, 735-757, doi.10.1108/APJML-02-2015-0025 
Choy, J,-Y., Lam, S,-Y., Lee, T,-C. (2012). Service quality, customer satisfaction and 
behavioral intentions. Review of literature and conceptual model development. 
105  
 
International Journal of Academic Research, 4(3), 12-15. Retrieved from 
https://www.ijarm.com 
Chrzan, K. (2012). Make or break: A simple non-compensatory customer satisfaction 
model. International Journal of Market Research, 54, 163-176. doi:10.2501/ljmr- 
54-2-163-176 
Chu, H.-D. (2012). The application of Six Sigma to promote information system service 
quality. 2012 Annual SRII Global Conference. doi:10.1109/srii.2012.112 
Clarke, A. M., & Nwosu, F. O. (2013). Fraud and abuse in healthcare delivery process: 
Southwest region, United States. Journal of Functional Education, 3(7), 42-61. 
Retrieved from http://www.journaloffunctionaleducation.com 
Collins, C. S., & Cooper, J. E. (2014). Emotional intelligence and the qualitative 
researcher. International Journal of Qualitative Methods, 13, 88-103. Retrieved 
from http://ejournals.library.ualberta.ca/index.php/IJQM/index 
Cudjoe, A. G., Anim, P. A., & Nyanyofio, J. G. N. T. (2015). Service quality and 
customer satisfaction in the Ghanaian banking industry (A case of Ghana 
Commercial Bank). European Journal of Business and Management, 7, 123-140. 
Retrieved from http://www.iiste.org/ 
Dado, J., Petrovicova J., Cuzovic, S., & Rajic, T. (2012). An empirical examination of 
the relationships between service quality, satisfaction and behavioral intentions in 




Dedu, V., & Nitescu, D. C. (2014). Banking relationship management: A new 
paradigm? Theoretical and Applied Economics, 18(4), 7-22. Retrieved from 
http://www.ectap.ro 
Dehghan, A., Shahin, A., & Zenouzi, B. (2012). Service quality gaps & Six-Sigma. 
 
Journal of Management Research, 4(1). 1-11. doi:10.5296/jmr.v4i1.88 
 
De Massis, A., & Kotlar, J. (2014). The case study method in family business research: 
Guidelines for qualitative scholarship. Journal of Family Business Strategy, 5(1), 
15-29. doi:10.1016/j.jfbs.2014.01.007 
Dionne-Odom, J. N., Willis, D. G., Bakitas, M., Crandall, B., & Grace, P. J. (2015). 
 
Conceptualizing surrogate decision-making at the end of life in the intensive care 
unit using cognitive task analysis. Nursing Outlook, 63, 331-340. 
doi:10.1016/j.outlook.2014.10.004 
Doody, O., & Noonan, M. (2013). Preparing and conducting interviews to collect data. 
 
Nurse Researcher, 20(5), 28-32. doi:10.7748/nr2013.05.20.5.28.e327 
Drew, H. (2014). Overcoming barriers: Qualitative interviews with German Elites. 
Electronic Journal of Business Research Methods, 12, 77-86. Retrieved from 
http://www.ejbrm.com/main.html 
Drugdová, B. (2012). Comparison and analysis of the insurance market in Vyšegrad 
countries. Series International Relations and Political Economy, 30, 323-337. 
Retrieved from http://www.palgrave.journals.com 
Dubocage, E., & Galindo, G. (2014). Understanding founder-CEO's replacement in 
venture-backed companies: A theoretical and empirical analysis. European 
107  
 
Management Journal, 32, 461-474. doi:10.1016/j.emj.2013.11.003 
 
Dutu, C. (2012). The influence of relationship marketing drivers on marketing and 
business performance. Timisoara Journal of Economics, 5, 205-220. Retrieved 
from http:// www.tje.uvt.ro 
Elo, S., Kääriäinen, M., Kanste, O., Pölkki, T., Utriainen, K., & Kyngäs, H. (2014). 
 
Qualitative content analysis: A focus on trustworthiness. Sage Open, 4(1), 1-10. 
doi:10.1177/2158244014522633 
Erlingsson, C., & Brysiewicz, P. (2013). Orientation among multiple truths: An 
introduction to qualitative research. African Journal of Emergency Medicine, 3, 
92-99. doi:10.1016/j.afjem.2012.04.005 
Fatai, O.O., & Lawal, S. A. (2016). What role do banks play in diversifying the economic 
base from monolithic structure to agriculture? Parsimonious error-correction 
model approach. Journal of Research in Economics and International Finance, 
5(2) 34 – 40. Retrieved from http://www.interesjournals.org/jreif 
Feldman, M., & Lowe, N. (2015). Triangulating regional economies: Realizing the 
promise of digital data. Research Policy, 44, 1785-1793. 
doi:10.1016/j.respol.2015.01.015 
Flick, U., Garms-Homolová, V., Herrmann, W. J., Kuck, J., & Röhnsch, G. (2012). I 
can’t prescribe something just because someone asks for it: Using mixed methods 




Fox, G. L., & Royle, M. T. (2014).  Human capital in service innovation strategy. 
 
International Journal of Management and Marketing Research, 7(1), 29-47. 
Retrieved from http://www.theibfr.com/ijmmr.htm 
Fraering, M., & Minor, M. S. (2013). Beyond loyalty: Customer satisfaction, loyalty, and 
fortitude. Journal of Services Marketing, 27, 334-344. 
doi:10.1108/08876041311330807 
Frederic, P., Di Bacco, M., & Lad, F. (2012). Combining expert probabilities using the 
product of odds. Theory and Decision 73, 605-619. doi:10.1007/s11238012.93209 
Frimpong, K. (2014). Service orientation in delivery: Perspectives from employees, 
customers, and managers. Services Marketing Quarterly, 35, 54-67. 
doi:10.1080/15332969.2014.856740 
Frye, A. W., & Hemmer, P.A, (2012). Program evaluation models and related theories: 
AMEE guide no. 67. Medical Teacher, 34, 288-299. 
doi:10.3109/0142159x.2012.668637be 
Fusch, P., & Ness, L. (2015). Are we there yet? Data saturation in qualitative research. 
 
The Qualitative Report, 20, 1408–1416. Retrieved from 
http://nsuworks.nova.edu/tqr/ 
Galvin, R. (2015). How many interviews are enough? Do qualitative interviews in 
building energy consumption research produce reliable knowledge? Journal of 
Building Engineering, 1(1), 2-12. doi:10.1016/j.jobe.2014.12.001 
Garg, R., Rahman, Z., & Qureshi, M. N. (2014). Measuring customer experience in 
banks: Scale development and validation. Journal of Modelling in Management, 
109  
 
9, 87-117. doi:10.1108/JM2-07-2012-0023 
 
Gerdtz, M. F., Daniel, C., Dearie, V., Prematunga, R., Bamert, M., & Duxbury, J. (2013). 
 
The outcome of a rapid training program on nurses’ attitudes regarding the 
prevention of aggression in emergency departments: A multi-site evaluation. 
International Journal of Nursing Studies, 50, 1434-1445. 
doi:10.1016/j.ijnurstu.2013.01.007 
Ghana Statistical Services. (2012). 2012 annual report of the Ghana Statistical Services. 
 
Retrieved from http://www.statsghana.gov.gh 
 
Gharakhani, D., Farrokhi, M. R., & Farahmandian, A. (2014). Customer’s attributes and 
organizational performance. American Journal of Industrial Engineering, 2(1), 1- 
4. Retrieved from http://www.sciepup.com/journal/ajie 
 
Gnoufougou, D., Nakpakpere, B., & Bigou-lare, N. (2014). A direct relationship test 
between service quality dimensions and customers satisfactions in Togolese’s 
business service sectors. International Journal of Advance Research in Computer 
Science and Management Studies, 2(8), 14-29. Retrieved from 
http://www.ijarcsms.com 
Golder, N. P., Mitra, D., & Moorman, C. (2012). What is quality? An integrative 
framework of processes and states. Journal of Marketing, 76(1), 1-23. 
doi.10.1509/jm.09.0416 
Guta, L. A. (2013). Quantitative versus qualitative research in knowledge management. 
 
Social Science Research Network, 99, 311-326. doi:10.2139/ssrn.2218594 
110  
 
Guta, A., Nixon, S. A., & Wilson, M. G. (2013). Resisting the seduction of ethics creep: 
Using Foucault to surface complexity and contradiction in research ethics review. 
Social Science & Medicine, 98, 301-310. doi:10.1016/j.socscimed.2012.09.019 
Hafeez, S., & Muhammad, B. (2012). The impact of service quality, customer 
satisfaction and loyalty programs on customer’s loyalty: Evidence from banking 
sector of Pakistan. International Journal of Business and Social Science, 3, 200- 
209. Retrieved from http://ijbssnet.com/journals/ 
 
Hansen, H., Samuelsen, B. M., & Sallis, J. E. (2013). The moderating effects of need for 
cognition on drivers of customer loyalty. European Journal of Marketing, 47, 
1157-1176. doi:10.1108/03090561311324264 
Harper, M., & Cole, P. (2012). Member checking: Can benefits be gained similar to 
group therapy? The Qualitative Report, 17, 510-517. Retrieved from 
http://www.tqr.nova.edu 
He, Z., Carini, S., Sim, I., & Weng, C. (2015). Visual aggregate analysis of eligibility 
features of clinical trials. Journal of Biomedical Informatics, 14, 533-539. 
doi:10.1016/j.jbi.2015.01.005 
Hemel, C. V. D., & Rademakers, M. F. (2016). Building customer-centric organizations: 
Shaping factors and barriers. Journal of Creating Value, 2, 211-230. 
doi/10.1177/2394964316647822 
Hilal, A. H., & Alabri, S. S. (2013). Using NVIVO for data analysis in qualitative 




Hosany, H., Prayag, G., Deesilatham, S., Cauševic, S., & Odeh, K. (2014). Measuring 
tourists’ emotional experiences: Further validation of the destination emotion 
scale. Journal of Travel Research, 54, 482-495. doi:10.1177/0047287514522878 
Hossan, J. (2012). Impact of service quality on customer satisfaction: A case of tourism 
industry in Bangladesh. International Journal of Research in Finance and 
Marketing, 2(2), 1-25. Retrieved from http://www.euroasiapub.org/ijrfm 
Houghton C., Casey D., Shaw D., Murphy, K. (2013). Rigour in qualitative case-study 
research. Nurse Researcher. 20(4), 12-17. doi:10.7748/nr2013.03.20.4.12.e326 
Hundre, S., Kumar, P. J., & Kumar, G. P. (2012). Customer retention - key to success for 
organization: A case study of banking industry. Research Journal of Agricultural 
Sciences, 4, 702-705, doi:1404-13-0308-2013-186 
Idun, A. A., Aboagye, A.Q. (2014). Bank competition, financial innovations and 
economic growth in Ghana. African Journal of Economic and Management 
Studies, 5(1), 30-51. doi:10.1108/ajems-09-2012-0057 
Ingham- Broomfield, R. (2014). A nurses’ guide to quantitative research. Australian 
Journal of Advanced Nursing, 32(2), 32-38. Retrieved from 
https://www.ajan.com.au 
Jayanthy, M., & Umarani, R. (2012). Customers’ perception and satisfaction towards 
internet banking services. International Journal of Multidisciplinary Research 2, 
63-71. Retrieved from http://www.ijmra.us/ 
Jenkins, C., & Price, F. (2014). Voices: The value of 6-month clinical evaluation in 
stroke. The protocol for a planned qualitative study to ascertain the value of stroke 
112  
 
follow-up to people affected by stroke. BMJ Open, 4(10), 1-5. 
doi:10.1136/bmjopen-2014-006384 
Jennings, J. E., Edwards, T., Jennings, P. D., & Delbridge, R. (2015). Emotional arousal 
and entrepreneurial outcomes: Combining qualitative methods to elaborate theory. 
Journal of Business Venturing, 30, 113-130. doi:10.1016/j.jbusvent.2014.06.005 
Johansson, E., Witell, L., & Elg, M. (2013). Changing quality initiative – does the 
quality profile really change? Total Quality Management, 24(1), 79-90. 
doi:10.108014783363 
Johnson, R. A., & Bibbo, J. (2014). Relocation decisions and constructing the meaning of 
home: A phenomenological study of the transition into a nursing home. Journal of 
Aging Studies, 30, 56-63. doi:10.1016/j.jaging.2014.03.005 
Jones, M. A., Taylor, V. A., & Reynolds, K. E. (2014). The effect of requests for positive 
evaluations on customer satisfaction ratings. Psychology & Marketing, 31, 161- 
170. doi:10.1002/mar.20684 
Jauhari, H., Singh, S., & Kumar, M., (2017). How does transformational leadership 
influence proactive customer service behavior of frontline service employees? 
Examining the mediating roles of psychological empowerment and affective 
commitment. Journal of Enterprise Information Management, 30(1), 30-48. 
doi:10.1108/JEIM-01-2016-0003 
Jung, H. S., & Yoon, H. H. (2013). Do employees’ satisfied customers respond 
with a satisfactory relationship? The effects of employees’ satisfactory on 
customers’ satisfaction and loyalty in a family restaurant. International 
113  
 
Journal of Hospitality Management, 34(1), 1-8. 
doi:10.1016/j.ijhm.2013.02.003 
Kaissi, A., Charland, T. A., & Chandio, A. K. (2013). How satisfied are hospital 
systems with their ownership of retail clinics? Journal of Healthcare 
Management, 58, 143-152. Retrieved from http://www.ache.org/ 
Kalpadakis, A., & Spais, G.S. (2015). Service quality and customer satisfaction in banks 
during an economic recession and banking crisis period: The critical case of a 
Greek cooperative Bank. Innovative Marketing, 11(2), 1-14. Retrieved from 
http://www.businessperspectives.org 
Kanojia, D., & Yadav, D. R. (2012). Customer satisfaction in commercial banks: A case 
study of Punjab National Bank. International Journal of Trade and Commerce,1, 
90-99. Retrieved from http:// www.sgsrjournals.com 
Karim, A., & Chowdhury, T. (2014). Customer satisfaction on service quality in private 
commercial banking sector. British Journal of Marketing Studies, 2(2), 1-11. 
Retrieved from http://www.eajournals.org 
Kariru, N., & Aloo, C. (2014). Customers’ perceptions and expectations of 
service quality in hotels in western tourism circuit, Kenya. Journal of 
Research In Hospitality Tourism and Culture 2(1), 1-12. 
doi.org/10.14303/jrhtc.2013.100 
Kelemen, M., & Rumens, N. (2012). Pragmatism and heterodoxy in organization 
research: Going beyond the quantitative/qualitative divide. International Journal 
of Organizational Analysis, 20(1), 5-12. doi:10.1108/19348831211215704 
114  
 
Khalaf, A. B., Rasli, A., & Ratyan, A. (2013). Building customer satisfaction from the 
perspective of employee satisfaction. International Journal of Academic 
Research, 5(2), 72-89. doi:10.7813/2075-4124.2013/5-2/B.46 
Khan, I. (2012). Impact of customer’s satisfaction and customer’s retention on customer 
loyalty. International Journal of Scientific & Technology Research 1, 106-110. 
Retrieved from http://www.ijstr.org/ 
Khanin, D., & Mahto, R. V. (2013). Do venture capitalists have a continuation bias? 
 
Journal of Entrepreneurship 22, 203-222. doi:10.1177/0971355713490818 
Kim, M., Vogt, C. A., & Knutson, B. J. (2014). Relationships among customer 
satisfaction, delight, and loyalty in the hospitality industry. Journal of Hospitality 
 
& Tourism Research, 39, 170-197. doi:10.1177/1096348012471376 
Komunda, M., Osarenkhoe, A. (2012). Remedy or cure for service failure? Effects of 
service recovery on customer satisfaction and loyalty. Business Process 
Management Journal, 18, 82-103. doi:10.1108/14637151211215028 
Kornhaber, R. A., de Jong, A. E. E., &, McLean, L. (2015). Rigorous, robust and 
systematic: Qualitative research and its contribution to burn care. An integrative 
review. Burns, 41, 1619-1626. doi:10.1016/j.burns.2015.04.007 
Kriyantono, R. (2012). Measuring a company reputation in a crisis situation: An 
ethnography approach on the situational crisis communication theory. 




Kumar, V., & Pansari, A. (2016). Competitive advantage through engagement. Journal of 
Marketing Research, 53, 497-514. doi: 10.1509/jmr.15.0044 
Kumasey, A. S. (2014). Service quality and customer satisfaction: empirical evidence 
from the Ghanaian public service. European Journal of Business and 
Management, 6, 172 -181. Retrieved from https://www.iiste.org 
Lau, M., Cheung, R., Lam, A., & Chu, Y. (2013). Measuring service quality in the 
banking industry: A Hong Kong-based case study. Contemporary Management 
Research Journal, 9, 263-282. doi:10.7903/cmr.11060 
Lee, L., & Lung-Yu, L. (2013). A study on the effect of cognitive dissonance on 
consumption value, anticipated satisfaction, and word-of-mouth 
communication. Journal of Global Business Management, 9, 71-79. Retrieved 
from http://www.jgbm.org 
Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout 
the customer journey. Journal of Marketing, 80, 69-96. doi: 10.1509/jm.15.0420 
Lervik-Olsen, L., Witell, L., & Gustafsson, A. (2014). Turning customer satisfaction 
measurements into action. Journal of Service Management, 25, 556-571. 
doi:10.1108/josm-01-2014-0025 
Liberati, E. G., Gorli, M., Moja, L., Galuppo, L., Ripamonti, S., & Scaratti, G. (2015). 
 
Exploring the practice of patient centered care: The role of ethnography and 




Long, C. S., & Khalafinezhad, R. (2012). Customer satisfaction and loyalty: A literature 
review in the perspective of customer relationship management. Management, 
1(1), 06-13. Retrieved from http://www.jabfr.com 
Lotfollah N., Ziaul H., Seyed, M. A., & Saeedreza, H. (2012). Impact of IT on process 
improvement: Journal of Emerging Trends in Computing and Information 
Sciences, 3, 2079-8407. Retrieved from  http://www.cisjournal.org 
Marshall, C., & Rossman, G. B. (2016). Designing qualitative research (6th ed.). 
 
Thousand Oaks, CA: Sage Publications, Inc. 
 
Martins, A. L., de Carvalho, J. C., Ramos, T., & Fae, J. (2015). Assessing obstetrics 
perceived service quality at a public hospital. Procedia Social and Behavioral 
Sciences, 181, 414-422. doi:10.1016/j.sbspro.2015.04.904 
Mburu, P., Van Zyl, H., Cullen, M. (2013). Determinants of customer satisfaction in the 
Kenyan banking industry. European Journal of Business and Management, 5, 
155-161. Retrieved from https://www.iiste.com 
Messay, S. (2012). Bank service quality, customer satisfaction and loyalty in Ethiopian 
banking sector. Journal of Business Administration and Management Sciences 
Research, 1(1), 1-9. Retrieved from http://www.apexjournal.org/jbamsr/ 
Milner, R., & Furnham A. (2017). Measuring customer feedback, response and 
satisfaction. Psychology, 8, 350-362. doi:10.4236/psych.2017.83021 
Mistry, S. H. (2013). Measuring customer satisfaction in banking sector: With special 
reference to banks of Surat City.  Asia Pacific Journal of Marketing & 
117  
 
Management Review 2, 132-140. Retrieved from 
http://www.indianresearchjournal 
Moon, M. D., Wolf, L. A., Baker, K., Carman, M. J., Clark, P. R., Henderson, D., 
Zavotsky, K. E. (2013). Evaluating qualitative research studies for use in the 
clinical setting. Journal of Emergency Nursing, 39, 508-510. 
doi:10.1016/j.jen.2013.06.009 
Molenberghs, G., Kenward, M., Aerts, M., Verbeke, G., Tsiatis, A., Davidian, M., & 
Rizopoulos, D. (2014). On random sample size, ignorability, ancillarity, 
completeness, separability, and degeneracy: Sequential trials, random sample 
sizes, and missing data. Statistical Methods in Medical Research, 23, 11-41. doi: 
10.1177/0962280212445801 
Mozaheb, A., Alamolhodaei, S. M. A., & Ardakani, M. F. (2015). Effect of customer 
relationship management (CRM) on performance of small-medium sized 
enterprises (SMEs). Using structural equations model (SEM). International 
Journal of Academic Research in Accounting, Finance and Management 
Sciences, 5, 42-52. doi:10.6007/ijarafms/v5-i2/1561 
Mudassar, K., Talib, S., Cheema, S., & Raza, M. (2013). The effect of service quality on 
customer satisfaction and the moderating role of word of mouth. African Journal 




Murugiah, L., & Akgam, H. A. (2015). Study of customer satisfaction in the banking 
sector in Libya. Journal of Economics, Business and Management, 3, 674-677. 
doi: 10.7763/joebm.2015.V3.264 
Mutea, E. (2013). Implementation of customer satisfaction strategies in Kenya 
Commercial Bank (Doctoral thesis, University of Nairobi, Kenya). Retrieved from 
http://www.erepository.uonbi.ac.ke/handle/11295/59732 
Nanda, R., & Rhodes-Kropf, M. (2013). Investment cycles and startup innovation. 
 
Journal of Financial Economics 110, 403–418. doi:10.1016/j.jfineco.2013.07.001 
Narteh, B. (2013). Key determinant factors for retail bank switching in 
Ghana, International Journal of Emerging Markets, 8, 409-427. 
doi:10.1108/IJoem-01-2011-0004 
Narteh, B., & Kuada, J. (2014). Customer satisfaction with retail banking services in 
Ghana. Thunderbird International Business Review, 56, 353-371. 
doi:10.1002/tie.21626 
Naser, K., Salem, A. A., & Nuseibeh, R. (2013). Customer’s awareness and satisfaction 
of Islamic banking products and services: Evidence from the Kuwait finance 
house. International Journal of Marketing Studies, 5, 185-199. 
doi:10.5539/ijms.v5n6p20 
National Institute of Health. (2014). The Belmont Report (April 18, 1979). Retrieved from 
http://www.hhs.gov/ohrp/humansubjects/guidance/belmont.html 
Ngambi, M.T., & Ndifor, P.S. (2015). Customer relationship management and firm 
performance: Revisiting the case of the Camcull microfinance. International 
119  
 
Journal of Information Technology and Business Management, 38(1), 12-21. 
Retrieved from http://www.jitbm.com 
Nkegbe, P. K., & Ustarz, Y. (2015). Banks performance in Ghana: Trends and 
determinants. Ghana Journal of Development Studies, 12(1), 33-52. 
doi:10.4314/gjds.v12i1-2.3 
Noble, H., & Smith, J. (2015). Issues of validity and reliability in qualitative research. 
 
Evidence-Based Nursing, 18(2), 34-35. doi: 10.1136/eb-2015-102054 
Oakley, J. L. (2012). Bridging the gap between employees and customers. Journal of 
Marketing Management, 28, 1094 -1113. doi:10.1080/0267257X.2011.617707 
Okoe, F., Adjei, J. S., Osarenkhoe, A. (2013). Service quality in the banking sector in 
Ghana. International Journal of Marketing Studies, 5(2), 81-92. 
doi:10.5539/ijms.v5n2p81 
Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of 
satisfaction decisions. Journal of Marketing Research, 17, 460-469. 
doi:10.2307/3150499 
Oluseye, O. O., Tairat, B. T., & Emmanuel, J. O. (2014). Customer relationship 
management approach and student satisfaction in higher education marketing. 
Journal of Competitiveness, 6(3), 49-62. doi:10.7441/joc.2014.03.04 
Omenye, J. (2013). Relationship marketing strategies and customer loyalty: A case of the 
mobile telecommunication industry in Kenya (Doctoral dissertation, University of 




Onditi, A., Oginda, M., Ochieng, I., & Oso, W. (2012). Implications of service quality on 
customer loyalty in the banking sector: A survey of banks in Homa Bay County, 
Kenya. International Journal of Business and Social Science, 3, 223-233. 
Retrieved from http:/www.ijbssnet.com 
O’Reilly, M., & Parker, N. (2012). Unsatisfactory saturation: A critical exploration of the 
notion of saturated sample sizes in qualitative research. Qualitative Research, 13, 
190-197. doi:10.1177/1468794112446106 
Parker, L. (2014). Qualitative perspectives: Through a methodological lens. Qualitative 
Research in Accounting & Management, 11, 13-28.doi:10.1108/QRAM-02-2014- 
0013 
Pashaie, R., Fatemi, A., & Ahmadi, F. (2013). Evaluation of service quality in insurance 
industry based of customer and personnel view in Kavsar insurance institute. 
Interdisciplinary Journal of Contemporary Research in Business, 5, 184-197. 
Retrieved from http://www.ijcrb.webs.com 
Paul, J., Mittal, A., & Srivastav, G.  (2016). Impact of service quality on customer 
satisfaction in private and public sector banks.  International Journal of Bank 
Marketing, 34, 606-622, doi:10.1108/IJBM-03-2015-0030 
Petty, N. J., Thomson, O. P., & Stew, G. (2012). Ready for a paradigm shift? Part 2: 
Introducing qualitative research methodologies and methods. Manual Therapy, 
17, 378-384. doi:10.1016/j.math.2012.03.004 
Po-Young, C., Gin-Yuan, L., & Yu, C. (2012). Service quality, customer satisfaction, 
customer trust, and loyalty in an E-banking context. Social Behaviour and 
121  
 
Personality, 40, 1271-1284. doi:10.2224/sbp.2012.40.8.1271 
 
Prasad, P., B. (2013). CRM strategies in banking sector: A tool for customer protection. 
 
Asian Journal of Multidisciplinary Studies, 1, 220-222. Retrieved from https: 
www.ajms.co.in 
Prentice, C. (2013). Service quality perceptions and customer loyalty in casinos. 
 
International Journal of Contemporary Hospitality Management, 25 (1), 49-64. 
doi:10.1108/09596111311290219 
Radley, A., & Chamberlain, K. (2012). The study of the case: Conceptualizing case study 
research. Journal of Community & Applied Social Psychology, 22, 390-399. 
doi:10.1002/casp.1106 
Radomír, S. (2013). Service quality and process maturity assessment. Journal of 
Competitiveness, 5(4), 43-56. doi:10.7441/joc.2013.04.03 
Ramachandran, A., & Chidambaram, V. (2012). A review of customer satisfaction 
towards service quality of banking sector. Social and Management Sciences 
20(2), 71-79 doi:10.3311/pp.so.2012-2.02 
Ramthun, A. J., & Matkin, G. S. (2014). Leading dangerously: A case study of military 
teams and shared leadership in dangerous environments. Journal of Leadership & 
Organizational Studies, 21, 244-256. doi:10.1177/1548051814529827 
Rareş, O. D. (2014). Measuring perceived service quality offline vs. online: A new 
PESQ conceptual model. Procedia Economics and Finance, 15, 538-551. 
doi:10.1016/S2212-5671(14)00505-X 
Robinson, O. C. (2014). Sampling in interview-based qualitative research: A theoretical 
122  
 
and practical guide. Qualitative Research in Psychology, 11(1), 25-41. 
doi:10.1080/14780887.2013.801543 
Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online customer experience in e- 
retailing: An empirical model of antecedents and outcomes. Journal of Retailing. 
88, 308-322. doi:10.1016/j.jretai.2012.03.001 
Rubin, H. J., & Rubin, I. S. (2012). Qualitative interviewing: The art of hearing data (3rd 
ed). Thousand Oaks, CA: Sage Publications, Inc. 
Ruiz-Lòpez, M., Rodriguez-García, M., Villanueva, P., Marquez-Cava, M., García- 
Mateos, M., Ruiz-Ruiz, B., & Herrera-Sánchez, E. (2015). The use of reflective 
journaling as a learning strategy during the clinical rotations of students from the 
faculty of health sciences: An action-research study. Nurse Education Today, 
35(10), 26-31. doi:10.1016/j.nedt.2015.07.029 
Saeidi, S. P., Sofian, S., Saeidi, P., Saeidi, S. P., & Saaeidi, S. A. (2015). How does 
corporate social responsibility contribute to firm financial performance? The 
mediating role of competitive advantage, reputation, and customer satisfaction. 
Journal of Business Research, 68, 341-350. doi:10.1016/j.jbusres.2014.06.024 
Sakhaei, S., Afshari, A., & Esmaili, E. (2014). The impact of service quality on customer 
satisfaction in internet banking. Journal of Mathematics and Computer Science, 1, 
33-40. Retrieved from http://tjmcs.com 
Saleki, S. Z., Seyedsaleki, M. S., & Rahimi, R. M. (2012). Organic food purchasing 
behavior in Iran. International Journal of Business and Social Science, 3(13), 
278-285. Retrieved from http://www.ijbssnet.com 
123  
 
Sánchez-Algarra, P., & Anguera, M. T. (2013). Qualitative/quantitative integration in the 
inductive observational study of interactive behavior: Impact of recording and 
coding among predominating perspectives. Quality & Quantity, 47, 1237-1257. 
doi: 10.1007/s11135-012-9764-6 
Sargeant, J. (2012). Qualitative research part II: Participants, analysis, and quality 
assurance. Journal of Graduate Medical Education, 4(1), 1-3. 
doi:10.4300/JGME-D-11-00307.1 
Schmidt-Subramanian, M. (2014). The business impact of customer experience. 
 
Retrieved from https://www.solutions.forrester.com/customer-experience/prove- 
roi-cx-report-49RA-1623IB.html 
Schmitz, C., & Ganesan, S. (2014). Managing customer and organizational complexity in 
sales organizations. Journal of Marketing 78(6), 59-77. doi:10.1509/jm.12.0296 
Seiler, V., Rudolf, M., & Krume, T. (2013). The influence of socio-demographic 
variables on customer satisfaction and loyalty in the private banking industry. 
International Journal of Bank Marketing, 31, 235-258. doi:10.1108/IJBM-10- 
2012-0101 
Setó-Pamies, D. (2012). Customer loyalty to service providers: Examining the role of 
service quality, customer satisfaction, and trust. Total Quality Management & 
Business Excellence, 23(11), 1257-1271 doi:10.1080/14783363.2012.669551 
Sheth, J. N., Parvatiyar, A., & Sinha, M. (2015). The conceptual foundations of 
relationship marketing: Review and synthesis. Journal of Economic Sociology, 
16(2), 119-149. doi:10.17323/1726-3247-2015-2-119-149 
124  
 
Shin, E. (2014). Unions and the adoption of high-performance work systems in Korea: 
Moderating roles of firms' competitive strategies. International Journal of Human 
Resource Management, 25, 1858-1880. doi:10.1080/09585192.2013.860386 
Simon, M., Van Den Driest, F., & Wilms, T. (2016). Driving customer-centric growth: A 
practical roadmap. Journal of Advertising Research, 56(2), 159-168. 
doi:10.2501/JAR-2016-029 
Singh, S., Corner, P. D., & Pavlovich, K. (2015). Failed, not finished: A narrative 
approach to understanding venture failure stigmatization. Journal of Business 
Venturing, 30, 150-166. doi:10.1016/j.jbusvent.2014.07.005 
Siu, N., Y,-M. (2016). Customer relationship management and recent developments. 
 
Administrative Sciences, 6 (3), 1-7. doi:10.3390/adnsci6030007 
 
Su, C.K. (2012). Intentions with regard to participating in a laboratory restaurant 
operation from the perspective of the theory of planned behavior. Journal of 
Global Business Management, 8, 230-234. Retrieved from http://www.jgbm.org 
Suddaby, R., Bruton, G. D., & Si, S. X. (2015). Entrepreneurship through a qualitative 
lens: Insights on the construction and/or discovery of entrepreneurial opportunity. 
Journal of Business Venturing, 30(1), 1-10. doi:10.1016/j.jbusvent.2014.09.003 
Sudhamani, A.R. (2016). Study on customer satisfaction and loyalty in Indian banking 
sector. International Journal of Research in Commerce and Management, 7, 60- 
63. Retrieved from http://www.ijrcm.org.in/ 
 
Terpstra, M., & Verbeeten, F. H. M. (2014). Customer satisfaction: Cost driver or value 
driver? Empirical evidence from the financial industry. European Management 
125  
 
Journal, 32: 499-508. doi:10.1016/j.emj.2013.07.001 
 
Timothy, A. (2012). Electronic banking services and customer satisfaction in the 
Nigerian banking industry. International Journal of Business and Management 
Tomorrow, 2(3), 1-8. Retrieved from http://www.ijbmt.com 
Tong, A., & Dew, M. A. (2016). Qualitative research in transplantation: Ensuring 
relevance and rigor. Transplantation, 100, 710-712.doi: 
10.1097/TP.0000000000001117 
Tsang, E. W. K. (2014). Case studies and generalization in information systems research: 
A critical realist perspective. The Journal of Strategic Information Systems, 23, 
174-186. doi:10.1016/j.jsis.2013.09.002 
Tseng, S-H., & Wu, P-H. (2014). The impact of customer knowledge and customer 
relationship management on service quality. International Journal of Quality and 
Service Sciences, 6, 77-96. doi:10.1108/IJQSS-08-2012-0014 
Tuan, L.T. (2012). Corporate social responsibility, leadership, and brand equity in 
healthcare service. Social Responsibility Journal, 8, 347-362. 
doi:10.1108/17471111211247929 
Tuncel, İ., & Bahtiyar, A. (2015). A case study on constructivist learning environment in 
content knowledge courses in science teaching. Procedia – Social and Behavioral 
Sciences, 174, 3178-3185. doi:10.1016/j.sbspro.2015.01.1059 
Turner, A. M., Brownstein, M. K., Cole, K., Karasz, H., & Kirchhoff, K. (2015). 
 
Modeling workflow to design machine translation applications for public health 





Uppal, R. K., & Juneja, A. (2012). Better banking services: A milestone in competitive 
age. International Journal of Retailing & Rural Business Perspectives, 1, (1), 1- 
10. Retrieved from http://www.pezzottaitejournals.net 
 
Veldman, J., Klingenberg, W. Gaalman, G. J. C., & Teunter, R. H. (2014). Getting what 
you pay for—Strategic process improvement compensation and profitability 
impact. Production and Operations Management, 23, 1387-1400. 
doi:10.1111/poms.12207 
Velnampy, T., & Sivesan, S. (2012). Impact of customer relationship marketing on 
customer value creation in mobile service providers: A Sri Lankan 
experience. Herald Journal of Marketing and Research, 1, 15-21. Retrieved from 
http://www.heraldjournals.org 
Verhoef, P. C., & Lemon, K. N. (2013). Successful customer value management: Key 
lessons and emerging trends. European Management Journal, 31, 1-15. 
doi:10.1016/j.emj.2012.08.001 
Whiting, L. S., Kendall, S., & Wills, W. (2013). Rethinking children’s public health: The 
development of an assets model. Critical Public Health, 23(2), 146-159. doi: 
10.1080/09581596.2013.777694 
Wilder, K. M., Collier, J. E., Barnes, D.C. (2014). Tailoring to customers’ needs: 
Understanding how to promote an adaptive service experience with frontline 




Williams, L., Burton, C., & Rycroft-Malone, J. (2013). What works: A realist evaluation 
case study intermediaries in infection control practice. Journal of Advanced 
Nursing, 69, 915-926. doi:10.1111/j.1365-2648.2012.06084.x 
Wilson, V. (2014). Research methods: Triangulation. Evidence-Based Library and 
Information Practice, 9(1), 74-75. doi:10.18438/b8ww3x 
Wong W. P., Tseng M., & Tan, K. H. (2014). A business process management 
capabilities perspective on organizational performance. Total Quality 
Management and Business Excellence 25, 602-617. 
doi:10.1080/14783363.2013.85081 
Wu, J. (2015). Internal audit and review of the negative customer behavior. Journal of 
Service Science and Management, 08, 578–587. doi:10.4236/jssm.2015.84058 
Yadav, M. K., & Rai, A. K. (2017). Exploring the relational impact of service quality on 
customer satisfaction. Ushus-Journal of Business Management, 14(4), 17-31. doi: 
10.12725/ujbm.33.2 
Yang, G., & Ming, L. (2014). Research of service industry’s customer satisfaction 
maximization problem based on multi-objective programming model. 
International Journal of u-and e-Service, Science and Technology 7(5), 95-104. 
doi:10.14257/ijunnesst.2014.7.5.09 
Yin, H., Lee, J. C. K., Zhang, Z., & Jin, Y. (2013). Exploring the relationship 
among teachers' emotional intelligence, emotional labor strategies and 




Yin, R. K. (2012). Applications of case study research (3rd ed). Thousand Oaks, CA: 
Sage 
Yin, R. K. (2013). Validity and generalization in future case study evaluations. 
 
Evaluation, 19, 321-332. doi:10.1177/1356389013497081 
 
Yin, R. K. (2014). Case study research: Design and methods. Thousand Oaks, 
CA: Sage 
Yuen, K. F., & Thai, V. V. (2015). Service quality and customer satisfaction in liner 
shipping. International Journal of Quality and Service Sciences, 7, 170-183. doi: 
10.1108/IJQSS-02-2015-0024 
Zameer, H., Tara, A., Kausar, U. and Mohsin, A. (2015). Impact of service quality, 
corporate image and customer satisfaction towards customers’ perceived value in 




Appendix A: Interview Questions 
Interview Questions to answer the central research question are: 
1. What strategies did you implement to increase customer satisfaction? 
 
2. What in your experience contributed to customer satisfaction in your 
bank? 
3. What in your experience are the causes of decline of customer satisfaction 
in your bank? 
4. How are the products and services of your bank designed in line with your 
strategy to achieve customer satisfaction 
5. What strategies have you considered adopting if needed to prevent your 
customers from switching from your bank to a competing bank? 




Appendix B: Consent Letter 
 
You are invited to take part in a research study on An Evaluation of Customer 
Satisfaction Dimensions in the Ghanaian Banking Industry. You are at this moment 
receiving an invitation to participate in this study because you perform leadership 
functions within the commercial banking segment of the economy in Ghana. This form is 
part of a process called “informed consent” to allow you to understand this study before 
deciding whether to take part. 
I am pursuing a doctorate at Walden University, USA, and would like you to 
consider kindly to contribute your knowledge by answering non-intrusive questions about 
Customer Satisfaction Dimensions in the Ghanaian Banking Industry.  I am also an 
operations manager in one of the leading financial institutions and my role as a researcher 
is separate from my role as an Operations Manager 
Background Information: 
 
Ghana is one of the thriving countries of the African continent with an estimated 
population of 24.7 million as at 2012 (Ghana Statistical Service, 2012). The country is 
the second largest producer of cocoa and now producing oil in commercial quantities. 
The banking and financial crisis in 2008 – 2009, however, affected the country leading to 
economic decline, unemployment and high rates of inflation. Because of the challenges 
the country faced, new policies led to reform the financial services sector. The policies 
introduced included improvements in the regulatory framework, bank restructuring and 
the infusion of both domestic and foreign capital into the sector. The policy reforms also 
led to easy entry and exit into the financial sector leading to dramatic growth. As of 2015, 
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there are 27 banks in the country in addition to other financial services organizations such 
as savings and loans companies, rural banks, and microfinance institutions. The increased 
players in the banking sector have led to intense competition providing customers with 
options and requiring all banks to adopt strategies to survive the turbulent environment. 
Procedures: 
If you agree to be in this study, you will be asked to: 
 
• Participate in a one-on-one interview with questions about the business methods 
or techniques that you use or have used in your business. The interview will last 
about 40 minutes. 
• The interview will not involve questions about confidential information about you 
 
or your business and will not include questions about financial data, trade secrets, 
or other sensitive information. 
• The interview will be audio recorded.  I will provide a summary of the transcribed 
interview for you to review for accuracy. The process will last about 30- 
45minutes 
Here are some sample questions: 
 
1. What strategies did you implement to increase customer satisfaction? 
 
2. What in your experience contributed to customer satisfaction in your 
bank? 
3. What in your experience are the causes of decline of customer satisfaction 
in your bank? 
Voluntary Nature of the Study: 
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Your participation in the study is voluntary. Everyone will respect your decision of 
whether or not you choose to be in the study. If you decide to join the study now, you can 
still change your mind and indicate your decision to discontinue. You will not be 
obligated to complete the process. You may stop at any time by emailing or calling me to 
expression your desire to stop. You may skip any questions that you feel are too personal. 
Risks and Benefits of Being in the Study: 
Being in this type of study involves some risk of the minor discomforts that can affect 
daily life, such as becoming tired or fatigued while sitting for 40 minutes.  Being in this 
study would not pose a risk to your safety or well-being. The interviews will be 
conducted at a time and place convenient to you. 
Your personal information and company information will remain confidential, and I will 
not disclose the study report, to other interview participants, or to anyone outside of the 
study.  As a participant in the study, you will receive a summary of the results via email, 
when completed.  The results of the study will provide information that you can 
incorporate into your business to enhance your business practices or boost the 
profitability of your business. The research may positively affect society by increasing 
the number of new businesses that survive in developing economies with poor 
infrastructures, thereby providing jobs, while enhancing the environment. 
Payment 
 





Any information you provide will be kept confidential. The researcher will not use your 
personal information for any purposes outside of this research project.  Also, the 
researcher will not include your name, your business name, or anything else that could 
identify you in the study reports.  Data will be kept secure by the researcher in a locked, 
fireproof file. No one besides the researcher will have access to the file or the research 
data. Data will be kept for at least five years, as required by the university. 
Contacts and Questions: 
 
You may ask any questions you have now. Or if you have questions later, you may 
contact the researcher via telephone 0244 337631 or email Joyce.Dadzie@waldenu.edu If 
you want to talk privately about your rights as a participant, you can call Dr. Leilani 
Endicott.  She is the Walden University representative who can discuss this with you.  
Her phone number is +1-612-312-1210.  Walden University’s approval number for this 




Please print or save this consent form for your records. 
 
Statement of Consent: 
 
I have read the above information and felt I understand the study well enough to make a 
decision about my involvement. By replying to this e-mail with the words “I Consent,” 
you agree to the terms described above.  Alternatively, by signing and dating underneath, 
you agree to the terms described above. 
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Appendix C: Interview Protocol 
 
Topic: An Evaluation of Customer Satisfaction Dimensions in the Ghananian 
Banking Industry 
The central research question of the study is: what strategies do banking industry 
business leaders use to increase customer satisfaction? 
I will use the following steps to execute the interview process: 
 
1. I will arrive at the interview venue and wait for the participant to arrive if 
not yet present 
2. Greet participant if already present and introduce myself and the research 
topic 
3. I will express my appreciation to participant for agreeing to participate in 
the research 
4. I will allow the participant to go through the signed consent form to serve 
as a reminder of the terms of participation. 
5. I will solicit for any questions before I begin the interview process 
 
6. I will inform the participant of the duration of the interview and seek 
permission to use the audio tape to record our conversation 
7. I will begin the interview process by requesting participants to answer the 
following six research questions and any follow up questions within a 40 – 
60 minutes period: (a) what strategies did you implement to increase 
customer satisfaction? (b) what in your experience contributed to customer 
satisfaction in your bank? (c) what in your experience are the causes of 
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decline of customer satisfaction in your bank? (d) how are the products 
and services of your bank designed in line with your strategy to achieve 
customer satisfaction? (e) What strategies have you considered adopting if 
needed to prevent your customers from switching from your bank to a 
competing bank? (f) what other information on customer satisfaction 
strategies would you like to add? 
8. I will go through the member checking process by informing the 
participant that I will transcribe the data and bring back for review to 
confirm the accuracy of the interpretations leading to credence of the 
research 
9. I will thank the participant and ask permission to leave 
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Appendix D: Letter of Participation 
 
Dear Potential Participant 
You are invited to take part in a research study on An Evaluation of Customer 
Satisfaction Dimensions in the Ghanaian Banking Industry. You are at this moment 
receiving an invitation to participate in this study because you perform leadership 
functions within the commercial banking segment of the economy in Ghana. 
 
I am pursuing a doctorate at Walden University, USA, and would like you to 
consider kindly to contributing your knowledge by answering non-intrusive questions 
about customer satisfaction dimensions in the Ghanaian banking industry. 
Procedures: 
 
• Participate in a one-on-one interview with questions about the business methods 
or techniques that you use or have used in your business. The interview will last 
about 40 minutes. 
• The interview will not involve questions about confidential information about you 
or your business and will not include questions about financial data, trade secrets, 
or other sensitive information. 
• The interview will be audio recorded.  I will provide a summary of the transcribed 
interview for you to review for accuracy of the interpretations. 
• Your participation is voluntary and you can withdraw from participating any time 
• There will be no cash incentives after the interview 
• You can contact me via email at Joyce.Dadzie@waldenu.edu or by phone 
number (233) 244 337631. I will send you a consent form that includes further 
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